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THE NEW 
MIMEOGRAPH 91 AND 92 





want to meet you in your office .. . Both 
are brainy and brawny; both streamlined 
and willing ... They complete the modern 
Mimeograph family—all ready to go to 
work for business, school, govern- 


ment or institution. 
























RE: Mimeograph 91: Price, lower middle. Looks, 
rich brown that won’t show dust. Red accent, nickel 
trim. Power, motor or manual. Feed, automatic and 
expert. The Mimeograph distributor has many more 
features to show you. 


RE: Mimeograph 92: Price, upper middle. Capacity, 
500 sheets 20 lb. substance stock. Feed, automatic, with 
important new lateral-vertical print adjustor. Many more 
highlights, too, plus all the other Mimeograph features offices 
have learned to know and love, improved and further refined. 





Phone the Mimeograph distributor in your city for 


Both stands shown, optional equipment. A. B. Dick Co., Chicago. 
a demonstration of these new Mimeograph models. 


NOTE: New Mimeograph interlayer available for Mimeograph 91 or 92 


MIMEOG RAPH isthe trade mark of A. B. Dick Co., 
Chicago; registered in the U. S. Patent Office. 




















REPORTORIAL: 


THIS IS A report of the last month of 1939 
.. . but it also skips back to, September. 
A year ago, John Sweet of Poor’s Publish- 
ing Company made a unique review of the 
Direct Selling Departmental at the Chi- 
cago D.M.A.A. Convention. That report 
was so popular that we asked John to 
make a similar review of the New York 
sessions. It has taken until now to get 
all the facts assembled, and to check these 
facts with the various speakers. So start- 
ing on page 5... you have nine pages 
of short, concise opinions from experts in 
the Direct Selling field. Some of the 
formulas and facts have appeared in prev- 
ious issues of THE REPORTER .. . but 
they are worth repeating in this summar- 
Hats off to John Sweet and 
his helpers, for their sincere desire to take 
the guess work out of Direct Mail 


ized version. 


and for their cooperation in recording the 
facts. 


This problem of answering inquiries is 
getting to be a severe pain in the neck. 
[he more we dig into it, the more alarm- 
ing the facts appear. It seems that the 
average Advertising Executive stakes his 
reputation with his bosses on his ability 
to produce inquiries. . . . From that point 
on the A. E. doesn’t care a hang what is 
done with the inquiry. When national ad- 
vertising has produced an inquiry, that is 
where Direct Mail should step into the 
picture. The poor handling of inquiries 
is obviously due to a lack of knowledge of 
Direct Mail technique. The advertisers 
Read the report by Bob 
Helm starting on page 16. It may sound 
exaggerated ... but it is not. 


better get wise. 


We have 
other reports much worse which we’ve been 
holding for an appropriate release. We've 
even been considering the effect or conse- 
quences of staging an exhibit in The 
Direct Mail Center showing exactly how 
hundreds of advertiscrs are answering their 
inquiries. If you don’t make any other 
changes in 1940... at least dig into your 
inquiry answering department. Clean it 
up. Put competent people in charge. In- 
stall a fool-proof system. Go after those 


inquiries. Turn them into sales. 


PLEASE NOTE THIS: THE REPORTER 
will continue on its present publishing 
schedule, even tho’ a lot of well-meaning 
friends “kid” us about being “late.” We 
should number each issue (instead of 
date) and then there wouldn’t be any 


complaints. Do you know how THE RE- 
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PORTER is produced? We save all of 
the reports, letters, specimens, news, etc. 
which come to us during the month. . . 
and on the last day of the month we com- 
plete our report for that month. The ma- 
terial then goes to the printer who breaks 
his neck to get it out in quickest possible 
time. We cannot report on January until 
January is over ... so the report you now 
have is for the month of December 1939. 
If it is a few days later than usual. . 

blame it on the general hullaballoo of the 
holidays; the weather; human frailties or 
what have you. The material is still good. 


1939 was a year of action and growth for 
THE REPORTER .. 
This new magazine entered into its second 
year last April (you know what they say 


. and for Direct Mail. 


about the first year of anything ... and 
“they” are right). Subscriptions have in- 
Demand growth. The 


magazine has become better because its 


creased steadily. 


readers have made it so. It is now what 
it should be 
zine. 


. a reader-written maga- 


During 1939, THE REPORTER $s suc- 
ceeded in establishing a_ long-hoped-for 
Direct Mail Center (March). More than 
10,000 people have visited us .. . for 
study, meetings . . . or just loafing. 

During 1939, THE REPORTER organ- 
ized the first professional Direct Mail 
School . . .and held two successful series. 
Those sessions will be repeated in 1940. 


On December 27th (just under the line 
for the old year) THE REPORTER com- 
pleted the long and involved job of editing 
and producing a complete, printed Course 
in Direct Mail. 


It was a year rich in friendships, action 
and growth . .. if not in material riches. 
We are so thankful for the cooperation we 


have received from so many people. 


It is al- 
But work is fun when 
you like what you are doing. Best of luck 
to all of you during the fabulous forties 
(or whatever else they turn out to be). 
May you have many happy returns from 
your Direct Mail. 


The days ahead look pleasant. 
ways a struggle. 
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ONCE AGAIN, your reporter is indebted to 
Neil Barrett Powter and his superlative 
House Magazine “Paper on Parade” (How- 
ard Smith Paper Mills, Ltd., 407 McGill 
Street, Montreal, Canada) ... for a strik- 
ing symbolical frontispiece. It comes from 
No. 49 just released . . . to illustrate one 
of the best and most thorough reviews of 
House Magazines ever published. If you 
are interested in House Magazines . . . get 
a copy of Paper on Parade ... . or inspect 
it at The Direct Mail Center. 

The intent of the article is to empha- 
size the importance of modernizing (or 





streamlining) your house magazine so that 
it can compete for attention with all the 
other good house magazines in the field. 

The argument holds true, however, for 
all of your Direct Mail. Your letterhead 
may still be a good playmate for the old- 
fashioned bathing suit. Your catalogues, 
your envelopes, your booklets, your copy 
appeals may be outmoded. Your mailing 
list, your handling of inquiries . . . may 
be relics of horse and buggy days. 

Why not include streamlining in your 
1940 selling plans? Be up-to-date with 
your Direct Mail. 
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RECENT TRENDS IN DIRECT SELLING 


New developments, basic principles behind successful copy, and answers 
to mail selling questions of the moment were given by five outstanding 
direct mail executives at the Direct Selling Session of the recent D.M.A.A. 
Convention in New York City. 


Under the chairmanship of John H. Sweet, Vice President, Poor’s Pub- 
lishing Company, Wellesley, Mass., addresses were given by Robert Collier, 
John W. Walker, Anthony R. Gould, Leonard J. Raymond, and Frank 
Egner. After the talks, the chairman and speakers were quizzed by the 
audience on a variety of practical direct selling problems. 


Ways to infuse sincerity in selling-copy were covered by Robert Collier, 
President, Robert Collier, New York City, in a talk on “How to Get Believa- 
bility Into Your Mail Order Copy.” 


Right at the start it is essential to inject the quality of sincerity, believ- 
ability, into the copy. Bruce Barton has said that 90% of an advertisement 
is in the headline, so sincerity should start there. And with this start, 
sincerity should keep on uninterruptedly because the successful letter flows 
on in an unbroken chain of impulses. 


First of all, you must believe in what you are selling: in its value, in 
its use, in its being worth more to the user than the cost. Successful copy 
writers know that there are certain standard ways of making their copy 
believable—ways which are good year after year. 


Even in making a bargain offer or a discount appeal, the reason for 
the lower price must be made convincing and sincere, or the mailing other- 
wise will not pull so well. This sincerity is essential, because the reader 
will not believe in the bargain unless there is a logical reason given for 
the lower price. 


And if your product does not lend itself to selling by style-appeal, bar- 
gain lots, reduced prices, or other sure-fire measures, it is even more necessary 
to infuse warm, sincere, enthusiastic copy. There is nothing you cannot 
make believable if you put yourself into it. And if you can take far-fetched 


ideas and make them plausible, what can you do with something people 
really need? 


As an example, let us take the case of an investment service promotion— 
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PAGE MARKERS 


ACTING ON SUGGESTIONS OF B. A. Bruns, 
circulation manager of The Billboard, Cin- 
cinnati, Ohio; [. Biltchik, Bronx Hardware 
& Supply Co., Inc., New York City and a 
number of other subscribers, we are finally 
capitulating . . . or something. 


In the future, we will repeat the name of 
The Reporter along with the page number 
on every page. That ought to fix it now 
so that all of you will know what magazine 
you are reading, whenever you are in the 
midst of being saturated with The Reporter. 


MODERN LETTER WRITING 


CONGRATULATIONS TO Charles B. Konselman, 
Jr., Sales Promotion Manager, Royal Type- 
writer Company, Inc., New York City, for 
a big step in the right direction. He has 
just produced and issued to the members 
of the Royal organization throughout the 
world, a 32 page and cover, 442” x 64” 
booklet, entitled “Modern Letter Writing.” 


Its purpose is to teach the members of 
the Royal organization how to write effec- 
tive, modern letters. 


It is good that it is copyrighted, or we 
might be tempted to reprint the whole 
thing. According to Mr. Konselman there 
are just four things to remember in the 
writing of good business letters. 


First—your letters must be natural. 
Second—they must ring true and be sin- 
cere. Third—they must have a definite 
purpose; and fourth—they must be clear 
and concise. 


Around those four points, the Royal book- 
let has been written. We say that it is a 
step in the right direction. More companies 
should issue similar booklets to the mem- 
bers of their organizations. 








CLEANERS CARD 


Out! Out Dam Spot! 
Lady MacBeth—Shakespeare 


Is THE WORDING which appears on the first 
page of a folder calling card. The inside 
sales message reads: “Lady MacBeth was 
never able to remove that spot, but—PAM 
CLEANERS operating on their own prem- 
ises, with modern machinery and scientific 
processes, can guarantee superior workman- 
ship plus fast and efficient service at lowest 


prices.” 


Below that are the addresses of Pam 
Cleaners on Long Island, and a listing of 
their various services. Not a bad idea. 


Speaking of calling cards, here is a good 
slogan on the card of R. P. Ellis, President 
of the Queens Forum, 56 Ingram Street, 
Forest Hills, N. Y. It reads: “More light 


and less heat on public questions.” 


MORE ABOUT NUDITY 


Just received your letter in which you 
warn me this is the last one you are going 
to send, so think I had better “kick in”. I 
really was holding out in hopes there might 
be another letter or two. 


For a guy that has no regular series of 
follow-ups you do a mighty good job of 
spreading the mustard and I freely confess 
that I have been using some of your condi- 
ment on my own sandwiches. 


I may be a little tardy in panning you 
because a certain issue of The Reporter 
was barred from the mail by “Uncle Jim” 
but doubtless you had it a comin’ for allow- 
ing temptation to over-rule your better 
judgment (if any) in publishing some cer- 
tain pictures sans drapery. 


It is a great source of wonderment(?) to 
me why such an ever-increasing amount of 
advertising space is devoted to pictures of 
naked women smoking cigarettes and drink- 
ing whiskey, when in reality the ads are 
supposed to sell chewing gum. men’s hats, 
farm tractors or what have you. Doubtless 
there may be some good reason for pub- 
lishing the ads but seemingly my intelli- 
gence is too limited to appreciate the full 
value of them. 


In any event in my opinion The Reporter 
is good medicine and constantly getting 
better. Long may your No. 10’s gaily wave 
over your front office desk. 


Norman Stauter 
The Stauter Brothers Pub. Co. 
1273 Curtis Street, Denver, Colorado 
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selling whose function is to make security holders want advice. The product 
is intangible, and hard to dramatize. 


A novel approach was used in selling this service. The sincerity and 
believableness did much to make this copy successful, despite the use of an 
unusual appeal. 


This appeal procedure consisted in finding some common ground on 
which the reader of the message and the seller could meet: to establish the 
credibility of the product and how it would work out to the buyer’s advan- 
tage; and to show how present conditions make the service of especial value. 


First, the record of the service was cited. This record was good and 
it was presented in a clear, matter-of-fact style which made it convincing. 
Then the letter flowed unbroken into a description of the theory behind 
the forecasts. 


This theory was based on the selectivity of market recommendations in 
accordance with the relation of security price movements to certain natural 
phenomena. Sound economic facts were cited, and these facts were shown 
to have an apparent relation to certain combinations in the relative positions 
of the stars. Evidence of similar planetary effects were given, such as the 
periodicity of mackeral runs, the floods of the Nile, the rise and fall of 
African lakes, the seven fat and seven lean years—so well understood by 
Joseph in Egypt—and the cycles of abundance of animals on the earth. 


After this evidence was listed convincingly, the letter stated that the 
planets were entering a position-relationship where they will do the most 
good for man. By accepting the opportunity to place this favorable influence 
to work, the reader would be able to benefit. This paved the way for a 
strong close. The believability of this letter arose from its securing the 
reader's interest with sincere writing, using evidence to support the state- 
ments, and emphasizing how the present was particularly opportune for 
action. 


In this particular case, the basic problem was to show that the advice 
of the service was worth more to the reader than his own guess. The value 
of the product must be made to bulk larger in the mind of the buyer than 
the cost involved. This was made believable by citing the record of average 
investors. For instance, 87% of those who have money at thirty-five, lose 
it by the time they are sixty. Only one in seventeen who inherit, dies with 
it. No investment is permanently safe—the only certain thing is change. 


By resorting to believable ways of convincing the reader, results are 
obtained that surpass the use of either argument or logic. Emotion is the 
mainspring of the buying decision, and believable selling copy therefore 
sways the feelings for successful response. 


Significant principles which can be applied to general mail order sell- 
ing were discussed by John W. Walker, Vice President, Postal Life & Casualty 
Company, Kansas City, Mo., under the head of “Case History of Mail Order 
Selling.” 


Postal Life has grown steadily since its organization in 1927, and 
because only direct mail has been used for selling, a study of these sales 
methods reveals valuable lessons. When a company can grow from a business 


volume of $22,246 in 1929 to $400,584 in 1937, selling an accident policy 
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with a premium of $3.65 a year—only “a cent a day’—it is clear that these 
methods really work. 


With such a broad field, many would think low-income groups offer best 
prospects. This however, has not been so: best returns have come from 
higher income and social classes. Special lists do not pull well. The most 
successful lists are of people who have substantial incomes, who are accus- 
tomed to buy by mail, and who are glad to pay the cent-a-day premium 
for auxiliary protection, since the policy largely applies to the automobile 
and travel field. Of 25,000 sample policyholders, there were 58 classifica- 
tions, leading groups in order of importance being: salesmen, farmers, 
merchants, railroad trainmen, real estate and insurance brokers, students, 
teachers, clergymen, bankers, executives and lawyers. 


Seventy-five per cent of customers are men, and the type of policyholder 
sought is of mature age, settled, with responsibilities which make him aware 
of the importance of insurance. 


Many lessons have been learned in developing leads. Most business 
is generated from lists, obtained from letter brokers, list brokers, automobile 
registrations, and directories of various sorts. Newspapers are used occasion- 
ally, and although radio has been experimented with, no way to make the 
latter pay has yet been found. 


Before using a full list, it is first tested by a mailing of 10 per cent of 
the names, carefully selected by territory. If the test proves satisfactory, 
and the list is fairly large, and the test results not exceptional, further 
tests are made before covering the whole list. 


The cost of inquiries has been given great attention. Usually the names 
obtained most cheaply do not pay out as well as higher cost ieads. Inquiries 
received from giving gadgets, or those on which the return postage is paid, 
do not pay out in further follow-ups. In radio advertising, especially, 
results were very unsatisfactory, a leather key case being offered free. Many 
wanted the key case, few wanted insurance. By not offering a premium, and 
by using low pressure methods, slighter higher cost inquiries were proven 
to be the best producers of business. 


The number of names required varies between 4,500,000 and 6,000,000 
yearly, and has to be sufficiently large in any one year to offset lapses and 
to maintain total volume on its steady upward trend. 


Many letters have been used, but the one which was first used when the 
company began business in 1927 has been the best. The form and wording 
are changed slightly each year, and this basic lead-getting letter is sent to 
about 5,000,000 names annually and develops most of the inquiries which 
lead to future business. This letter asks the prospect to send for a policy. 


The application for a policy enclosed with the first letter forms the 
“inquiry —which involves no obligation, because the policy does not become 
effective until the premium is paid. 


The policy is sent for inspection upon receipt of the inquiry-blank, along 
with a sales letter which emphasizes the strength of the company. No attempt 
is made for an immediate closure. Another letter, sent five days after, makes 
a drive for action. Other letters then follow at intervals of 15, 25, 35 and 45 
days. Seven letters in all form the sales chain, and if the seventh letter 
does not bring a response, the inquiry is filed in the prospect file, where it 
remains a year, when the process is repeated. 


Sizeable returns do not start until about nine days after the mailing of 
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THE COLLEGE of the City of New York re- 
cently issued a 8” x 5%”, 16 page offset 
booklet (illustrated here). 


It was addressed to employers and sup- 
posedly came from The Class of 1939. Book- 
let contained pictures of the members of 
the class and beside each picture a short 
biographical sketch was given. It was a 
direct appeal for employment and was 
planned by the Placement Director in the 
School of Business and Civic Administra- 
tion. Your reporter learned that it made 
a very good impression with a number of 
employers who received it. 


APPRECIATION! 


I HAVE READ with very keen interest and 
appreciation the lead article, “Direct Mail 
for Latin America”, in the September Re- 
porter. You have no idea how much it 
means to the personnel of this Bureau to 
see the references which you have made in 
your article to the Bureau of Foreign and 
Domestic Commerce and to the Department 
as a whole. A month or so ago I became 
one of a group of business men trying to 
help the new Director of the Bureau im- 
prove its services to business in both the 
foreign and domestic fields. 


One of the most surprising things to me 
was how little I appreciated the tremendous 
amount of material which this Bureau has 
and develops regularly which could be of 
tremendous service not only to manufac- 
turers and exporters but to merchandisers. 
sales organizations, and business generally. 


You may be sure that one of the prin- 
cipal rewards to the personnel of the 
Bureau for their faithful efforts is the type 
of comment which you have been good 
enough to make. Many thanks indeed and 
please do not hesitate to let us know if 
there is any way in which we can be of 
service to you directly. 


Bruce Berckmans 
Advisor to the Director 
Department of Commerce, Washington, D. C. 
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LET’S GET THIS STRAIGHT! 


AT ATLANTIC CITY I understood you to say 
that business reply envelopes were not sat- 
isfactory for questionnaires, and you recom- 
mended the use of stamped envelopes. 
Probably you explained this at Swampscoit 
but I could not get away for that meeting. 


| would appreciate it if you could tell 
me why stamps are preferable. To explain, 
partially, my interest, I report a 35% return 
on the first mailing of a four-page bio- 
graphical questionnaire with business reply 
envelopes. Mailing list 4,000. 


I am curious, not argumentative. 


Ernest E. McMahon, Alumni Secretary 
Rutgers Alumni Association 

Rutgers University 

New Brunswick, New Jersey 


Reporters Note: | enjoyed my trip to 
Atlantic City and it will always be a pleas- 
ure to talk to the Alumni Secretaries As- 
sociation. Sut I don’t know why so many 
people misunderstand this questionnaire 
formula. 


Leonard Raymond and the other testing 
experts claim that it does not pay to use 
a stamped reply envelope if the action 
desired involves the expenditure of money. 
Tests have shown practically no difference 
in results between stamped envelopes and 
husiness reply envelopes where you are try- 
ing to secure a cash return. But tests have 
shown that it pays to use stamped reply 
envelopes on questionnaire or survey mail- 
ings (where action desired involves no 
money). Numerous tests have indicated 
that the stamped envelope pulls nearly 
double that of the business reply envelope. 


For example, see these authenticated 
tests: 


C.O.D.* versus Stamped 
11.2% 22.8% 
11.2% 20.6% 
3.4% 8.4% 
11.0% 21.0% 
11.0% 22.5% 
*C.O0.D. meaning .. . the Business Reply 


Permit Envelope. 


No one seems to know exactly why this 
formula works except ... that people are 
perhaps impressed by the fact that you are 
anxious to get a return and so sure that 
they will reply that you very thoughtfully 


place your stamp on the reply envelope. 


In your case, you are dealing with an 
interested crowd of alumni. Your return 
of 35% is of course excellent. Whether the 
addition of a stamped envelope would have 
doubled your return is problematical. But 
it is worth trying. 
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the first letter, then, within two or three days-—from the tenth to the twelfth 
day—around 50 per cent of all inquiries come in. Most of the balance is 
received in the following three weeks. 


Best seasons are January-February-March, then June-July-August, and 
after these, October-November. September and April-May are slow, seem- 
ingly because the seasons are changing; and from the latter part of November 
until after the holidays, people are more preoccupied with Christmas pur- 
chases than insurance. After a snow heavy enough to keep people indoors 
—but not sufficient to prevent mail deliveries—good returns are received, 
because people under such conditions do more reading. 


Simplest language and wording are used, introduction of even the slight- 
est amount of technical wording tending to form a hindrance to sales action. 
Use of letters of competitors has not been satisfactory, and competitors say 
the same thing about Postal Life’s letters—sales copy developed by one 
company for its own particular use is always more convincing, because it 
is more sincere and enthusiastic. 


Most unsolicited business comes from policyholders, the greatest amount 
of word-of-mouth advertising being done by claimants. 


Renewals run high—averaging 80 per cent over the past two years— 
and are a very important factor in the success of the business. Renewals are 
depended upon to realize on the original sales cost just as a company selling 
merchandise depends upon repeat business for profit. 


The major reason renewals are so high is that all mail selling is low 
pressure. When the prospect decides to become a policyholder, he does so 
only after he has had time to reflect, so that he is not pressed to a decision he 
may later regret. He is apt to be sold on the policy when he acts, and he 
keeps it. 


Specific ways of bettering the physical appearance of mailings, means 
by which the appearance might be altered to improve returns, and tests 
aimed at measuring the differences in various ways of presenting mail order 
copy were explained by Leonard J. Raymond, President, Dickie-Raymond, 
Inc., Boston, Mass. 


Many tests conducted recently have shown the vital importance of 
physical factors in relation to pulling power. For instance, a test mailing 
to obtain inquiries for the Postage Meter Company revealed that pica type 
outpulled elite by 44%. And a test on inquiry lead building by. Stromberg 
Electric showed that pica type outpulled elite by 37%. On the other hand, 
size of type used in obtaining orders shows different results. When two sets 
of mailings were made to a financial service prospect list soliciting inquiries 
on a $2 “acquaintance offer,” there was no difference in results between 
pica and elite. This was confirmed by further testing. 


Therefore the conclusion seems that when pica type is used in inquiry- 
getting, it is superior; but that when orders are solicited it does not matter 
much which type is used. 


The question of fill-ins has absorbed mail order men. A test of 4,000 
each to two groups showed that filled-in letters pulled 71 trials and 40 orders, 
while the letters without fill-ins pulled 6] trials and 42 orders. Costs per 
order without fill-ins were $3.22 each, contrasted with costs of $3.50 each 
when filled-in letters were used. Hence in low-sale-price offers, it is doubtful 
whether filling-in pays. 
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A little thing like placing a stub on an order card may not appear 
important, but Poor’s Publishing Company found that in selling a $5 report 
that a stub containing a money-back guarantee pulled 60% more than the 
same card without the stub, although the latter also had the money-back 
guarantee provision in the copy on the plain card. 


In certain cases, inclusion of a folder actually impedes sales. A test of 
inquiry mailings for the Hygrade Sylvania Corporation showed that a sales 
piece without a folder outpulled by 12 times the identical piece which 
omitted the folder. And another mailing in a different field showed that on 
a $1 sale proposition, the piece without a folder pulled 3 times as much as 
when the folder was added. 


When inquiries or questionnaires are involved, a stamped reply envelope 
definitely outpulls the usual C.O.D. envelope. In a test repeated three times, 
in which a questionnaire was sent and asked to be filled in, inclusion of 
a stamped envelope showed returns of 22%, 22.6% and 22.8% respectively, 
against 10.2%, 11.2% and 11.2% respectively from pieces containing a 
C.O.D. envelope. Use of a stamped envelope appears to help inquiry-building 
mailings, but does not appear to help mailings soliciting orders. 


Of paramount importance is the problem: How large should a test 
be? Constructive work on this subject has been done by Professor Theodore 
H. Brown, who has developed a method and convenient reference tables 
for use in determining the right size of a test mailing, so that the total 
response which can be expected from an entire list can be estimated within 
a given degree of error. An explanation of the method, and a copy of the 
tables needed to carry it out, can be obtained by writing to Professor 
Brown at the Harvard School of Business Administration, Boston. This 
statistical guide for direct-mail advertisers is a real boon, because estimates 
of almost mathematical accuracy can be made by test mailings, in which 
mailings to the entire list tend to fall clesely within prescribed margins of 


error, 


“Finding the Right Appeal, or, Selling the Easy Way” was the subject 
discussed by Anthony R. Gould, Director, Business Executive Publications, 
Inc., Washington, D. C. The importance of doing original thinking on the 
product you are selling, ways to develop appeals which will work better, 
and the need for improving perspective, were brought out. 


Original thinking is required if you are to overcome any sales problem 
successfully. Many mail-advertisers get into a rut and turn out the same 
thing year after year, without realizing that if they did a little original 
thinking their sales would be far more effective. Original thinking which 
will help sell the easy way might be divided into three sections: (1) 
things you do not know about your product. (2) things you know about your 
product but which you take for granted, and (3) things you think are unim- 
portant but which, properly recognized, can revolutionize selling effectiveness. 


An illustration of how the first of these three approaches was used in a 
practical selling job was the solving of how to sell a large cumulative 
digest of United States patents. Repeated attempt to sell this work at $25 
on a profitable basis proved unavailing. The editorial department which 
prepared the work could throw no light on the matter, and the book was 
very hard to dramatize. It seemed doomed so far as direct mail selling 
was concerned, until original thinking on some things which were not known 
about the product altered results and shot sales upward. 
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WHAT'S WRONG 


YOUR REPORTER was asked to give a snap 
judgment on the letter which is reproduced 
here. It had pulled only 30 returns on 
10,000 mailed. 5,000 letters were mailed 
with business reply envelopes and 5,000 
with a plain return envelope. The _ busi- 
ness reply envelope pulled 2 to 1, but even 
at that there was something wrong. 














Dear Frierd 


Somehow the words of this beautiful old song run through 
our memory as we sit down to write this letter to you We like to 
think of a group of old friends, gathered together 

sitting around t 
ing over the 


) as go 
he fireplace talking over old tiges, laughing @ 
happenings of past and present. 


Suddenly we realize that one saember of the happy gatherin 
is missing. His chair is vacant. He is an old friend whose friend- 
ship is dear to us. And in the sidst of a crowd we feel his absence 
keenly. 





r oi 





Ss are the thoughts that enter 
tell you that you too are missed. ju 
old friend like yourself 

short time oF ) 
fr hi 








Our snap judgment of the letter is as 
follows: 

(1) Letter does not sound sincere. It 
reflects a too obviously designed hook. 

(2) The picture is negative. Words plus 
drawing may (and probably do) bring 
recollections of a death. It did to me. It 
may also cause too many memories of way- 
ward children. Lots of boys and girls have 
left the farm. You are hitting on a dan- 
gerous emotion. 

(3) Your Icttcr is entirely selfish. You 
do not state or prove the value of your 
paper to them. 

& 
THANKS AGAIN TO THE 
POST OFFICE 


POST OFFICE OFFICIALS have decided to go 
a step further in trying to eliminate mis- 
use of Business Reply Cards and En- 
velopes. 

In the future, all firms «sing Business 
Reply Forms will be permitted to print 
following notice on the back of envelopes, 
or on message side of cards: 

“IMPORTANT NOTICE—The use of 

this envelope for purposes other than 

the purpose for which it is sent, is 
contrary to Postal Regulations, and 
will be dealt with accordingly.” 

Readers of The Reporter should con- 
tinue to cooperate with postal officials. 
Send evidence of misuse of your Business 
Reply Forms either to The Reporter or 
to the Classification Division, United States 
Post Office, Washington, D. C. 

We congratulate the Post Office for its 
efforts to keep on a high plane this won- 
derful opportunity of doing business by 
mail. 















WHO WANTS TO ANSWER? 


A REPORTER (who asks that his name be 
kept out of the argument) asks. 


I'd like to have a pack of cigarettes for 
every time I’ve heard a businessman say: 
“Direct mail is no good—so much of it 
is received by people at home and in the 
office, that they throw it into the waste- 
basket without reading it.” That’s one of 
the prime arguments used, of course, to 
get people to use trade papers and to shy 
away from direct mail. 


Has a searching analysis of this “waste- 
basket” matter ever been made? If not, 
would it be a good subject for an article 
in The Reporter? 1 mean an article which 
analyzes the amount of direct mail—say 
4%—that must be read if its success is 
to be in proportion to advertising in trade 
papers, newspapers, magazines, etc. It 
would include, of course, known facts of 
the same kind relating to advertising in 
these other mediums. For example, not 
all newspaper readers read a given news- 
paper advertisement, but only about 7% 
of them, according to Dr. Starch’s survey. 
The same general thing applies to adver- 
tising in magazines and over the radio, and 
similar survey figures are available regard- 
ing these two mediums. 


Reporters Note: Who wants to write a 
comeback to the question? In our opinion, 
the problem is so involved that it never 
could be settled. In straight mail order 
work where a 2% return is adequate to 
cover the cost—the mail order people ,are 
only concerned with getting enough reader 
attention to obtain their desired returns. 
In questionnaire or survey work, reader 
attention has been known to be as high 
as 7D or 80%. In inquiry solicitation, 
reader attention has been known to be 
from 30 to 50% because returns have been 
that high. Depends on job to be done. 


HOTEL PROMOTION 


THE HOTEL ST. GEORGE in Brooklyn, N. Y.., 
produces a four page tabloid newspaper 
style house magazine, measuring 12” x 
1742” which it distributes to guests and 
to neighborhood residents. Front and back 
pages are devoted entirely to pictures with 
appropriate captions. Inside pages have 
news items. It is a good idea and we 
understand the guests like it. 
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What had not been realized was that the thousands of separate sum- 
maries on patents were complete and well arranged, that in effect they 
were the equivalent of several card filing cabinets—each card listing a 
patert—and to make up a file of this sort would run into thousands of 
dollars. No one company could afford to assemble such a file, yet when 
presented this way its great value was evident. When the book was drama- 
tized by using the metaphor that the volume was in effect a complete card 
file on U. S. patents, the price of $25 was so ridiculously low that at that 
figure the complete patents digest was practically a gift. Sincere, convincing 
copy along this line was worked out for three letters. The first letter pulled 
%, the second 4% and the third 3% —outstandingly successful with this 
new appeal, where before only failure was encountered. 


The second type of attack to the selling problem—the utilization of 
things you already know but take for granted in your product—is shown 
in the way Poor’s Institutional Holdings Volume was successfully sold. 
Various mail order techniques were tested, without success—until it was 
decided simply to dramatize one section which contained the names of all 
important bonds falling due within the next five years. This list was reprinted 
in part and sent to security dealers with a letter pointing out that the names 
of most of those now owning these securities could be obtained in the 
Holdings Volume. By being able to know important investors who were 


due to have liquid funds when their bonds fell due, users of the book were 


shown to have an unparalleled source of security-selling leads. Use of this 
new way of presenting the selling appeal tripled mail order sales of the 
book this year. 


The third way of finding the right selling appeal, by analyzing things 
you may consider unimportant, is illustrated by an example of one of the 
most successful sales letters ever used by the United States News. The pur- 
pose of this letter was to obtain $1 trial subscriptions, and the problem was 
to give the sales appeal a different twist. After careful reflection, it was 
decided to dramatize the idea of the reader being able to consult the entire 
staff of the paper. 


The sales letter started with this title: “Invite This Distinguished Group 
To Visit You Each Week,” and continued in this vein to develop the theme 
of bringing a Washington Staff to your home to discuss this review each 
week. The letter went on to say: “Suppose David Lawrence, the famous 
Washington commentator, offered to come to your home once a_ week, 
and discuss with you the things that are going on in the national scene. 
All week these men have been around Washington, they have talked to 
the people who are doing the thinking and planning that make this the most 
interesting and momentous period in American history. They have attended 
the President’s press conferences, queried diplomats, sought out leaders 
both in and out of the government.” 


The letter then developed the theme of how this staff can help the 
reader and showed how the reader got the practical equivalent of this con- 
sultation by taking The United States News. An attractive introductory offer 
for nine months at a rate of only $1 for 39 issues concluded the letter. 


This letter did not try to sell a newspaper, it sold the idea of an entire 
staff working for the reader, at his convenience, at a rate fantastically low 
compared with the benefits which he would receive. Here was a case where 
analysis of one factor might have been thought to be unimportant turned the 
sales letter into an outstanding producer. 
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The purpose of a sales letter should be clear, but if the letter can be 
given a start which arouses the reader’s interest and ends with an inducement 
to action it will be very successful, provided its meaning is clear at the first 
reading. An outstanding example of this method is an excellent collection 
letter sent out by the Ozark Fisheries. 


The lead ran: “How long does it take to grow a goldfish to marketable 
size?” This question was interestingly answered, and in giving the answer 
the debtor realized how much of the selling price was an outlay, and was 
made to do so in such a sincere and convincing way that he was practically 
shamed into paying his bill. Moreover, the frank, friendly appeal paved the 
way for a postscript which mentioned that the reply envelope also would 
hold another order. 


This idea might well be applied to the problem of soliciting railroad 
trafic. Usually railroad advertisements are dull things, with dry statistics, 
stuffy copy, and uninteresting themes. The real way railroad advertisements 
should be played up is an approach which dramatizes the fascination that 
accompanies rail travel—the romance attached to railroading. In fact, 
romance is the key selling point in linking the average man’s idea of the 
traditional glamour of railroading to a new perspective which will induce 
him to travel interestingly. 


Instead of the dry copy of the usual railroad advertisement, the copy 
should develop dramatic reasons why people would want to ride on trains: 
the same reasons impelling executives to work on railroads and forge ahead 
to the top should be developed. Hence it would be well to dramatize the 
idea of great distances covered, the speed with which the trains move, how 
the table cloths in the dining cars are whiter, and the silver brighter than 
anywhere else in the world. There seems little doubt that if this point of 
view were adopted for selling by some important railroad, its passenger 
traffic results would increase substantially. 


In original thinking on direct mail problems, it is essential to get new 
points of view. This can be done only by understanding people. A good 
way to do this would be to go stand in front of an office building or the 
Grand Central Station, watch people by the hundreds, observe their actions, 
what they do, how they behave, and realize what is behind them. This will 
help you to develop original ideas for successful new angles in your mail 
advertising copy. 


“The Use of Formulas in Successful Direct Mail Copy” was expounded 
by Frank Egner, Manager, Mail Order Department, McGraw-Hill Book Co., 
New York. 


Nearly all the ideas expressed at the Direct Mail Convention fit in with 
the idea of using formulas for better results. These formulas are not cut-and- 
dried routines, but principles which can be applied to any type of business. 
The formula, however, must be changed frequently, to produce novelty, 
and it is important to think through all aspects connected with your product. 


Briefly, the successful direct mail formula consists of six steps: 


(1) The desire-evoking appeal must be in the headline and the lead-in 
and should continue into the copy. 
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GOOD COVERS 


SOME TIME AGO your reporter mentioned 
that we liked the house magazine tech- 
nique which uses one complete illustration 
or art design covering the front and back 
covers of the magazine. That is, a com- 
plete picture when you open the book in 
half and spread out the two covers. 
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Bereember 1939 


We notice that “The Esso Marketer” in 
their December issue used this treatment 
and we illustrate it to show what we mean. 


ANSWERING INQUIRIES 
Oh! My! !! 


ONE OF THE “STUDENTS” of the Direct Mail 
School wanted to subscribe to a certain fa- 
mous publication . . . but he wanted to 
find out how they did business. He wrote 
and said he wanted to subscribe, so would 


they please send “the dope.” The answer: 


Thank you for the interest which 
prompted your letter of November 6th. 
The subscription rate for blank-blank 
is $3.00 a year. I hope it is your desire to 
receive copies regularly and will be glad 
to enter your subscription as soon as 
received. (signed) Circulation Manager. 


No order form. No envelope. No sales 
talk. No nothing. Inquiries . . . how hard 
to get! How easy to squelch! New Year’s 
Resolution:—Dig out all carbon copies of 
the answers that have been made to in- 
quiries during past year. Read them. Ten 
to one you will blush with shame. 


ANOTHER POCKET FOLDER 


WE HAVE MENTIONED these things before 
and are glad to see their use growing. 
Adrian Phillips, Chalfonte-Haddon Hall, 
Atlantic City, New Jersey as part of his 
holiday-season promotion, issued an attrac- 
tive, self-mailing folder. Folded three 
times,—and when opened there is a pocket 
in the center which holds reservation card 
and a calendar for 1940. 
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SELL THE SIZZLE 


INTERESTING ... to see Western Union’s use 
of Elmer Wheeler’s slogan “Sell the Sizzle 
. not the Steak” to promote the use of 


night letters for quick action. 


l'sed a cut-out folder—as illustrated here. 





Copy inside is excellent, as follows: “Use 


the sizzle of night letters to help move 
goods off your shelves and to bring orders 
to your desk. To take advantage of a ris- 
ing market and beat competitors to your 
customers. To pave the way for salesmen. 
To collect delinquent accounts. For QUICK 
ACTION use a telegram sizzle when you— 
quote prices, trace orders, order replace- 
ments, make periodic or rush_ reports. 
answer inquiries, send instructions, send 
orders to headquarters, acknowledge first 
orders.” 
am 

THE HUMOROUS TOUCH 

EVER SINCE your reporter journeyed to 
Swampscott. last Spring to talk to the 
Alumni Secretary’s Association, we have 
had quite a lot to say about college adver- 
tising. Maybe too much. But it is an in- 
teresting subject. Latest piece which de- 
serves high praise is the “Freshman Hapnd- 
book” issued by Ohio Wesleyan University 
to all new matriculates. It is a book of 
some 104 pages, measuring 542” x 814”. 
Plastic binding. Cover carries cartoon of 
a fellow opening a door and the title “May 
We Show You?” Entire book is handled 
in a semi-humorous style. It talks the 


students language. 


It gives students the little intimate things 
about the school and life at the school that 
the average catalog fails to mention. 


C. B. Mills of O. M. Scott & Sons Com- 
pany, Marysville, Ohio, who sent the book 
to us says that the material was written 
entirely by the students themselves—upper 
classmen who have gone through the mill 
and felt a need existed for such information 
to be made available to incoming freshmen. 


A number of commercial organizations 
who issue stuffy and stodgy catalogs could 
very well use the Ohio Wesleyan Freshman 
Handbook as a model for more human 
presentation of their product and service. 
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(2) The product should be defined. Simple terms should be used, in 
clear language which is immediately understandable. 


(3) A brief “success story” should be included, typified by such well- 
known slogans as “50,000,000 Frenchmen can’t be wrong,” or “Ask the 
man who owns one.” 


(4) Special features about the product or the offer should be listed. 


(5) All extra appeals possible should be worked into the copy, such 
as a guarantee back-up, examination offer, and other devices. 


(6) A postscript should be placed at the bottom of the letter, which 
should re-phrase the headline or introduction. 


The application of the formula should be governed by a commonsense 
approach, and all major elements should be used. Do not neglect or omit 
any element. The outline formula is a road map which helps you get there 
more quickly, but it is no substitute for thinking: in the long run it will 
tend to be more successful in getting results than a casual approach. 


In the question period following the five talks, new ways to improve 
results, findings of tests, and recent trends in mailing-returns were covered. 


Question 1: “Are pre-cancelled stamps better than a meter?” 


According to tests conducted by John A. Smith, of John A. Smith & 
Staff, Boston, the one-cent purple meter indicia outpulled pre-cancelled 
stamps. John H. Sweet, of Poor's Publishing Company, Wellesley, Mass.. 
stated that his experience showed that the meter pulls more orders at a 
lower cost. 


Question 2: “Has there been any decrease in replies to direct mail 
letters in the past ten years?” 


John H. Sweet observed that wide variations in returns have been seen 
in the past decade, but that it was unlikely that any permanent downward 
trend in direct mail returns has been witnessed. 


Question 3: “How have returns been since September 1?” 


John A. Smith stated that in the first week of September returns were 
very bad, and that in the second week they were very good. 


Frank Egner observed that August this year was worse than August 1. 
1938, and that in September the trend was much better. The day after Labor 
Day sees the heaviest mailing he makes in the entire year. Returns were 
much better than in August for this “After Labor Day” mailing, and fully 
as good as those of September, 1938. 


John H. Sweet declared that holidays mean next to nothing if you have 
the right appeal, with which John A. Smith agreed, adding that normally 
he scheduled his mailings to arrive Wednesday, Thursday or Friday. He has 


found Saturday and Monday a poor day for prospects to receive a mailing. 


Question 4: “Why should pica type tend to outpull elite type?” 


Many men over forty have poor eyesight, and vanity often keeps them 
from wearing glasses. Hence the reading of letters set in elite may be post- 
poned if the prospect does not want to put on his glasses, compared with the 
likelihood of immediate reading for the larger piea type. John H. Sweet 
noted that the average age of men taking business or financial services is 
over fifty, an age when the eyesight of many people is declining. 
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Question 5: “Which will outpull: (1) a one-piece letter and order 
form combined, (2) a combination order form which folds into a reply 
envelope, or (3) a separate order form and letter?” 


One mailer stated that in a test of two of the above types he got 2.1% 
from a mailing piece consisting of a letter and separate order form, com- 
pared with 6.4% from a combination order form which folded into a reply 
envelope. 


John H. Sweet added that more cash invariably is received by enclosing 
both a C.0.D. reply card and a C.O.D. envelope—the C.O.D. card for 


approval or invoice orders and the reply envelope for orders accompanied 
by remittances. 


Question 6: “What were the effects of the World War on Direct Mail?” 


Robert Collier recalled that he had been on a vacation in early August, 
1914, and that tests had been scheduled for the Harvard Classics and Dr. 
Elliot’s Five Foot Shelf mailings. Because he was away and not able to stop 
them, the tests went out and results were about half what they had been in 
the several months previous. Returns fared poorly until January, 1915, 
when things picked up gradually. In the following two years—1916 and 
1917—-selling became easier, and from 1918 to 1920 results were the best 
of all time: it seemed that anything could be sold profitably by mail. 


Leonard J. Raymond stated that records showed that direct mail had 
its biggest growth in the closing years of the World War. Starting in 1910 
with only small expenditures, direct mail outlays rose sharply to around 
$413,000,000 in 1918, compared with $700,000,000 in 1938. The fastest 
rate of its growth occurred in the World War years. 


med 


Question 7: “In cheap-unit offers to bring back cash, which pulls 
better, a regular card with a C.O.D. envelope, or a die-cut card with a slot 
to hold a coin?” 


One mailer stated that both were used continuously, and that the die- 
cut coin card tended to outpull the other, but only by a slight margin. For 
best results, it is necessary to give detailed, explicit instructions on how to 
use coin cards. 


Question 8: “Is it worth while to cross-check mailing lists and remove 
duplicates?” 


John H. Sweet cited the case of a large mailer who used many lists in 
heavy volume, and that cross-checking showed that in many cases the per- 
centage of duplications was large. By setting aside the duplicates and mail- 
ing them later, substantial royalties were saved. Several thousand dollars 


were saved in this way in one large mailing when duplicates were sent out 
later. 


If the duplicates are discarded, however, it would not pay to cross- 
check the lists. Of course, many people then receive two or more mailing 
pieces, sometimes complaining. But an adroit letter of apology can turn 
the prospect’s feelings to those of friendship and thereby win a customer by 
explaining how it came about that duplicates were received. 


Question 9: “Will the addition of a folder always increase the pulling 
power of a mailing piece?” 


John H. Sweet mentioned the case where a shortage of folders in an 
inquiry-building campaign led to a test of a mailing of a letter with and 
without a folder. The letter alone outpulled the letter and folder combined 
by 20%. Moreover, in some cases a folder can be an actual hindrance, 
especially in connection with an offer where quick action is important. 
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MORE CUT-OUTS 


GOOD RECENT ADDITION to the ever growing 
file of die cut promotion pieces is the book- 
let issued by Ralph Thompson of Perrin & 
Thompson, Winter Haven, Florida (illus- 
trated here). 








Booklet logically shows a crate of oranges 


and grapefruit. Pages inside give pictorial 
story on culture, picking, packing and ship- 
ping of Ralph Thompson’s speciality. 


WHY OH! WHY! !! 


AFTER ALL of these years of campaigning 
for better letterheads . . . why will some 
people still send out letters without their 


address on the letterhead? 


Latest example is a sales letter received 
by a firm in Savannah, Georgia, soliciting 
mail advertising service business. The fel- 
low who received it was interested in the 
letter and the examples enclosed. There 
was no such cencern listed in Savannah, 
and there was no city on the letterhead. 


A good letterhead should tell who you 
are, where you are and what you are. 


FLOP SALVAGING 
LABORATORY 


ROBERT WENTWORTH FLOYD, 95 Liberty 
Street, New York City, states that what 
Direct Mail needs more than anything else 
is a “Flop Salvaging Laboratory.” 


We admit that a great amount of mate- 
rial mentioned in The Reporter concerns 
successful Direct Mail cases. Perhaps more 
attention should be paid to the cases 
which flop. It is difficult for the average 
advertising manager to admit that a cam- 
paign was a total flop—at least to admit 
it publicly. But if any of you people are 
interested, your reporter will try to see 
what can be done. Send your “flops” to 
us and we will put them through a special 
laboratory treatment. 
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CAMPAIGN BY FORMULA 


SAMUEL 0. BEALL, Executive Secretary of 
the University of Cincinnati Alumni As- 
sociation sent a mimeographed bulletin to a 
number of advisors of the University. 


The enclosed material is sent to you because 
of your interest in the University of Cincinnati 
or in the problem of dues collection. 


This campaign may not be unique in the 
field, but it establishes several ‘“‘firsts’’ for Cin- 
cinnati: 


First use of the five component parts of 
a direct mail package in a single mailing, 
1.e., mailing envelope, return envelope, 
separate return card, letter, and circular. 


First use of the “‘nine-point’’ formula 
for a direct mail letter. 


First approach to alumni on the basis of 
their probable ages (judged by years of 
graduation). 


There are several other “‘firsts’’ in smaller 
detail, and it can also be said that this is 
the first time we have tried so hard to sell 
memberships instead of collect dues. 


This departure from our previous method was 
inspired by a session of the 1939 American 
Alumni Council Convention presided over by 
Henry Hoke, Editor of The Reporter. As nearly 
as our capabilities and resources permitted, the 
mail was made to observe the principles and 
rules advocated by Mr. Hoke and affirmed in 
several books on advertising and selling. 


Alumni were divided into six groups for 
the mailing; the packages show what were the 
age groupings. The envelope captions, letter 
headlines, return card captions, and postscripts 
indicate the variations in approach to each 
group. 

A second mailing is planned for the near 
future, completely different in theme and mailed 
to the same alumni grouped this time on the 
basis of geographic location and college course. 


We wrote to Mr. Beall and asked for a 
further report. Here it is: 


In the past we have collected dues from 
about 10% of our known list. This year we 
have done about the same, but have learned 
these things and will probably be able to show 
a good increase over that 10% by end of year. 


1. Present members don’t want to be sold; 
they just want a bill. Renewals were 
poor on the big campaign. but came 
through on a due bill sent Novemben 1 
and December 1. From now on, we bill 
delinquents, with no ballyhoo, the first 
of every month. 


Nm 


The mail brought back more high-bracket 
(sustaining, contributing, life) member- 
ships than we have had in the past. 


3. New memberships came in more slowly, 
but more consistently. 


4. More “passive’’ members are showing an 
inclination to do something besides write 
a check and subside for another 12 months. 


5. The Class of °39 is showing more gump- 
tion than any previous new batch. 


6. Out of town alumni (60% in town, 40% 
out of Cincinnati, comprises our list) 
seemed appreciative. Our increase in new 
members comes mainly from there. 


Reporter's Added Note: We might add 
Mr. Beall’s point No. 1 to the Facts-to-Life 
formulas, and we understand that the same 
change is being made in the test campaign 
being conducted by the University of Penn- 
sylvania. Delay your campaign to present 
members until the early act-ers have time 
to respond to a simple renewal invoice. 
That will eliminate kicks from those who 
don’t want to be sold on renewing. Same 
principle may be applicable to other fields 
than Alumni work. 
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HELPING THE SALESMEN 








Y -™ € 
FROM R. S. DAUGHERTY Drop LiL 


TO “SHELBY” CUSTOMERS 











It's a pleasure to announce thet Mr. E. E. Mullin will 7 
represent The Shelby Selesbook Campany in Richmond and 
vicinity. ANA sce US so ae CUT 
Having resided in Norfolk for oy ® years when he was 
associated with one of the large edit agencies, Mr. 
Mullin is wel y acquainted with the general business 
oe tices your pert of the country. We imow too 
het you will like him personsally. 
He is anxious to acquaint you with the simpler, more espemusigneseiempanietrmmainateees etnies 
accurete and more economice] methods of recordewriting 
developed The Shelby Selesbook Compe in the in- " . 
terest of American business. His constant aim will be Cj AT ONCE 
to offer helpful surgestions wherever possible end to ‘= CALL ON US ON 
five 4 the type of service you went. 
Mre Mullin intends * —— in end get ecquainted ju 
@s soon as possible, however you can reach him by tele- 


phone at the follow: ng eddrese or by mailing the cerd 
opposite this pege. 





Mr. lin, 

13 North 7th Street, 

Richmond, Virginis 

none 40 3¢ 
Please do hesitete to cell on Mr. Mullin or our 
selves whenever « problem perteining to your printed 
forms arises. ons anytime you want samples of spe- --— 
cific forms, st drop us @ line beceuse we're eager Address 
to make your rele tionsh with "Shelby" most satis- 


factory in every way. 
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We reproduce the inside spread of a miniature four-page folder, used 
by The Shelby Salesbook Company, Shelby, Ohio to help new salesmen. 
First page of the 4144” x 514” folder bears a picture of the new salesman 
with his name underneath it, and with the added line—‘‘Your new Shelby 
Representative.” 


The back page is a business reply card form. We asked advertising 
manager John Plank to give us a report on this good idea. Here it is: 


We have been using this type of announcement for our new salesmen for a little 
more than a year and thought you might be interested in seeing it. 


These are mailed first class to all of our customers in a territory and the envelopes 
are addressed by hand, giving it a more personal touch and increasing the possibility 
of its reaching the person for whom it is intended. We have found that some secretaries 
and mail boys are over-ambitious in their censorship. 


The first thing the customer sees upon opening the envelope is the salesman’s picture 
and upon turning the page, there is a memo addressed to him by our sales manager. 
Since these are produced on the multilith, we have the advantage of being able to reduce 
typewritten copy and there’s something about things in miniature that appeal to folks. 


The other half of the announcement is a business reply card addressed to the new 
salesman. 


Our new men find that this type of announcement breaks the ice and it isn’t unusual 
for the customer to call him by name or to comment about his picture almost before 
the job of shaking hands is accomplished. 


THE THRILL THAT COMES ONCE IN A LIFETIME 


I have just received the remaining sections for the course in Direct Mail 
Advertising. Just a hasty leafing through this material convinces me it is 
exactly what I have been hoping for. 


I must have another copy of the course for my assistant who will use 
it for home study. I hope it is still possible to get the course and I am en- 
closing my check to cover. 


A. E. Puls, President, The Fort Massac Chair Company, Cleveland, Ohio 
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THE INCIDENTAL JOB 


Charles A. Emley, DeLong Hook & Eye Company, Clearfield and 21st 
Streets, Philadelphia, Pennsylvania, thinks the following message should be 
broadcasted in The Reporter. We agree. 


An applicant for a sales position is likely to be subjected to a variety of 
mental and psychological tests; his record of past performances is carefully 
studied; his background is minutely scrutinized. 


His prospective employer insists that “as the man we hire is to be an 
ambassador of our business he must be capable of assuming immense re- 
sponsibility.” Which, of course, is true. 

Why, we ask, aren’t equally rigorous tests employed to determine the 
fitness of those entrusted with the equally important ambassadorial job of 
writing letters? Doubtless, the main reason is that in so many businesses 
letter writing is looked upon as merely an incidental, arduous chore to be 
done as expeditiously as possible and with minimum expenditure of thought 
and effort—a sort of “let George do it” stint. 


Usually those to whom the job of writing letters is assigned have scant 
liking or aptitude for it. They have other responsibilities which they, and 
their superiors, consider to be vastly more important than writing letters, it 
is to these tasks that they devote their best thought, relegating letter writing 
to the remote background. 


This, surely, is a shortsighted policy, for letters, emanating from head- 
quarters and bearing the stamp of unquestioned authority, can, and often 
do, wield more influence than any salesman could possibly exert. 


Moreover, golden opportunities for making extra sales and for building 
good will through letters spring up every day in most business organizations 
only to go unrecognized because of indifference or, more probably, because 
of lack of appreciation of what can be accomplished with the right kind 
of letters. 


What can be done to remedy this condition? Perhaps the answer for 
some businesses lies in the plan adopted by the president of a manufacturing 
firm of modest size. This alert executive, realizing that the average person 
who writes business letters is ill-equipped by temperament to do the job 
as it should be done, hired an experienced correspondent to write all of his 
firm’s letters, except those of a highly technical or purely routine nature. 


This correspondent is a kind of reporter. When a letter is to be written, 
the person who ordinarily would write it gives the correspondent-reporter 
the facts and he in turn does the actual writing. This procedure not only 
assures letters of a uniformly high quality—letters that creditably represent 
the firm—but it relieves many of the firm’s executives of what, to them, 
is a distasteful task which they feel belongs outside the pale of their duties. 


To firms which for one valid reason or another consider this plan im- 
practicable, we commend the exercise of infinitely greater care in the selection 
of their letter writers. 


It is of little avail to try to improve the quality of letters when the 
responsibility for writing them is shouldered upon employes who are 
wholly unfitted by temperament and training for this all-important job. 


Indeed, until as much thought and care are given to the selection of 
letter writers as to the selection of salesmen, both of whom, it should be 
remembered, are ambassadors of business, the vast majority of letters will 
fall far short of the performance of which they are capable. 
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WE REPRODUCE a very excellent letter which 
was the cause of considerable argument. 
It was written following a session of the 
Direct Mail School. The word “War” ap- 
peared on the special letterhead in bright 
red crayon. The bold approach .. . and 
the tie-in with the war alarm .. . caused 
so much discussion that it was decided to 
make a test mailing to find out what the 
people on part of the prospect list felt 
about the approach. 

It is an interesting case. We give you 
the letter which was used for the test. 


I want you to do me a favor. 


We are in a rather serious dilemma, and I 
believe that your outside point of view can 
throw a new light on the situation. 


Stirred by the disturbing events of the past 
two months and fearing their effect on the 
work of the Association, we wrote the appeal, 
attached to this note, and planned to send it 
to all of our contributors. 


As you can see, the message was written in 
white heat and with deep earnestness because 
the situation is really serious. For that very 
reason we now hesitate to send it out to our 
entire list of supporters. 

How will they react to it? 

I am sending you the rough proofs of the 
letter and circular. Please read them and give 
me your frank opinion. I shall hold up general 
mailing until I hear from you. 


1. Does this appeal represent a true picture 
of the present situation? Yes.... No.. 


2. Can you think of any reason why the 


appe al in its present form should not be 


made? (State reason on reverse side if 
you care to.) Yes.... No.. 
3. Do you believe that it is proper or im- 


proper to compare the National Probation 
Association’s war on crime to the present 


European war? Proper.... Improper.... 
4. Are you stirred favorably by the appeal? 
CS.ce- e@ic 6s 


wn" 


Does it make you want to renew your 
subscription to the work of the Associa- 
tion? ices ein 


In view of the urgent need of the Associa- 
tion to safeguard its work on behalf of our 
youth I shall be very grateful for your whole- 
hearted co-operation. 


Reporters Note: Favorable comment ex- 
ceeded unfavorable. Gifts with replies 
were encouraging. 

If in doubt about a piece of copy, send it 
to a sample of your list. People like to be 
asked for their advice. 
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BIRTHDAY CAKES 


THE ALLIANCE BOOK CORPORATION, 55 Fifth 
Avenue, New York City had a birthday in 
November. They sent out a miniature four 
page letter, as follows: 


Dear Trade: 


We hope you will enjoy our birthday 
cake and we offer a toast. Please rise ——— 


“To the trade, with deep appreciation for 
its cooperation with a young publisher and 


with thanks for its aid and encouragement; 


“To a second year, with even more Alli- 
ance best-sellers and worthwhile books; 


“And we mustn't forget, TO THE BOOK- 
BUYING PUBLIC!” 


We asked Daniel Melcher, who was one 
of the students at the Direct Mail School 
to tell us how they handled the genuine 
birthday cake which accompanied each let- 
ter. Here is his report: 


The cake went out in two boxes, with ex- 
celsior between the inner box and the outer 
one, and apparently arrived everywhere in 
pretty good condition. The fact that it was 
iced kept it fresh. We paid 25c. for the 
cake which was made by Cushman’s, and 
the wrapping and postage came to about 
22c. per box extra. 


The reaction was all that could be de- 
sired. We had letters from about seventy- 
five people, thanking us for the cake. 
Several reviewers ran paragraphs in the 
newspapers commenting on the cake, and 
we even got a couple of orders as a direct 
result of the mailing. 


Reporter's Note: This is good showman- 
ship. See next item. 


GOOD SHOW MANSHIP 


IS BEGINNING to get into full swing. 


Best stunt of the holiday season was de- 
livery by Western Union of enormous Cello- 
phane red Christmas stockings, measuring 
about 3 feet high. Were filled with samples 
of products advertised over the Mutual 
Broadcasting System. 


It was planned by showmaster Bob 
Schmid and was worked-out in cooperation 
with Mutual advertisers. 


Were delivered day before the holidays 
began, and the advertising section of New 
York was alive with big red stockings. Bob 
Schmid’s phone was swamped. 
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THIS....ACTUALLY HAPPENED 


By H. B. HELM 


The following sequence of events must sound preposterous to those 
persons whose job it is to secure business through aggressive sales promotion 
and enlightened sales management. Yet, I assure them everything written 
here actually happened. 


Last May I moved into a new three room apartment. Extensive air 
conditioning advertising convinced me that I wanted a ventilating system 
consisting of individual room units for circulating filtered air. 


My first move was to write twelve of the largest air conditioning firms 
in New York (or their representatives), stating that I was in the market and 
asking for information and prices on the type of model in which I was 
interested. 


One firm phoned me and suggested that I call at an inconveniently located 
show room. That was the beginning and end of their sales effort. 


One firm sent literature and followed with a phone call. I said I was very 
busy but would be glad to make an appointment the following week 
for their representative to visit my apartment for the purpose of esti- 
mating. They never called me again. 


One firm sent a representative to my home one morning. (Aren't people 
who buy air conditioning units supposed to have to work?) He was 
given my office address, also invited to return some evening when | 
would be at home. That was the last I ever heard cf him. 


Nine companies, most of them big advertisers, never bothered to acknowl- 
edge my letter even with a folder. 


After four weeks of waiting I determined to dig up my own informa- 
tion. Having noted a series of ads by New York City’s leading public utility 
company to the effect that they would gladly give full, impartial information 
about air conditioning units for the home, I took an afternoon off to visit 
one of their showrooms. 


The woman in charge pointed to a single unit, said she knew very 
little about it and without trying to give any kind of a sales talk suggested 
that I give her my name and address so that she could have a representative 
of the air conditioning company call on me. I gave her the name and 
address but am still waiting to hear from the representative. 


In spite of the millions that air conditioning manufacturers were spend- 
ing to whet my appetite for an air conditioned apartment they seemed deter- 
mined to prevent me from buying. 


Next, I answered three coupon ads featuring the kind of air condi- 
tioning units | wanted. I filled out the coupons and sent them along, think- 
ing that at last my troubles would be over. Those companies must have been 
just testing ads for I’ve never had an answer to any of my coupons. 


Fortunately, in the meantime, I found some pamphlets featuring home 
air conditioning units in the reception room of a firm I happened to call 
on. Those were good folders, well written, complete as to specifications, 
details, prices. They sold me on that manufacturer’s machine. 


Taking matters into my own hands [ visited their New York dealer 
and ordered a machine without even bothering to see it demonstrated. To 
(Continue Weeping on Page 18) 


THE REPORTER 









































The First and Only Complete 
Study Course in Direct Mail 
Advertising Planning. 


* 


Twelve Instructors handle 


twelve BIG Sections. 


j aamgerwre € jos" 


| reer 


* 


sitiet 


473 Pages of 842” x 11” manu- 
script, including fifty plates of 
charts, illustrations and exam- 


ples of correct technique. 


* 


save 
LA Gee 


Packaged in attractive gold- 


4 
< 
> 
: 
| 
ia 
i 
a 
: 


aHTIQD 


EE nd 
7 

~, 

Pi 

? 


stamped binder with sections 


ga 


indexed for easy reference. 





the REPORTER litle dee U1 5 


* 
IN MMRECT MAIL ADVERTISING 


Five and a half pounds of solid, 
substantial, authentic facts 


about the formulas for success 





in Direct Mail Advertising. 


“It will be the Bible of Direct Mail for years to Nee . . » Says L. Rohe Wa!'ter, Advertising 
Manager of Flintkote and President of the D.M.A.. “Tt is exactly er = have been lhwping for. 
Send another cecpy for my assistant who will use it é home study’’ . A. E, Puls, President 
of The Fort Massae Chair Co., Cleveland, Ohio. 
THE LAST WORD ON THE BIGGEST SUBJECT IN ALL ADVERTISING 
In September of 1939, THE REPORTER announced that the The men who participated in building this Jast word in 
proceedings of The Direct Mail School might be produced Direct Mail are: Richard Messner, Forms and Uses. Hunter 
in manuscript form—if enough people were interested. Enough Snead, Selling Facts. Rohe Walter, Management. Briant 
.. were. At the start of the New Year the complete Course Sando, Appeals. Robert K. Orr, Letters. Frank Egner, 
is ready for those who want all facts about Direct Mail. Direct Selling. William Longyear, Design. Edward Mayer, 
This new study Course in Direct Mail Advertising is packed Production. Robert Collier, Copy Writing. Leonard Ray- 
with facts . . . not theories. It contains the combined mond, Research. Jules Paglin, Retailing. Henry Hoke, 
experiences of twelve practical men . . . not just the ideas Ideas and Formulas. 
of one author. It is designed to remove forever “hit or These twelve men give you the combined experiences of 
miss’ tactics from Direct Mail. two hundred working years in Direct Mail. 


The price for complete Course is $30.00 
A Limited Edition ... GET YOUR COPY WHILE COPIES STILL AVAILABLE 


S] R SEND YOUR ORDER TODAY TO 
& eporter ..- 17 EAST 42nd STREET... NEW YORK, N. Y. 








——— 


At Last... ts ready for you! 

















THE REPORTER 


~] 











— 4 \ 
7 il 
' 


BLANK ADDRESS LABELS 
IN COLOR 


O% PLANNED MAILINGS * BETTER FILING 
ECONOMICAL ADDRESSING 





































Mr. FP. E. Smith 
Smith, Clark & Jones 
62 East Main St. 
Eastville, Ill. 


yy Sy Se Se - 
ASSORTMENT 


Free / 


Ever Ready LABEL Corp. 


153 EAST 25th ST. NEW YORK, NY 





153 Best 25th St., New York, N. Y. 


Please send assorted samples of 
“24-Ons”" and “33-Ons” IN COLOR and 
tell me how to use them. No obligation. 


Nome Title 














eS evwoero eco e272 7" " & 














We invite inquiries from 
mail sellers who wish 
to increase profits by: 


Renting lists of known mail 


@ buyers for their own use. 
es Renting their own lists to 


other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 
























18 








make sure I wouldn’t be sidetracked again I insisted that a representative 
accompany me home that afternoon, for it was, of course, necessary that 
an expert confirm my choice of model for the size and layout of the apart- 
ment. 


At home I pointed out to this salesman that I was buying only one 
unit because I still knew very little about the machine; but that I needed 
two, possibly three units (one for each room), and that if the first one 
worked satisfactorily I would be in the market for the others within two 
weeks, The representative made no attempt to sell the other units then and 
there although I might easily have weakened for we were in the middle of 
a hot spell. 


Unit No. 1 was installed several days later and proved perfect. My 
checkbook itched to complete the installation but my salesman has never 
called back for the balance of the order—hasn’t even phoned to find out if 
the first unit proved satisfactory. 


I wonder now whether I can depend on the company for service if any- 
thing should go wrong. If they won’t follow up sales are they likely to go 
out of their way to give service? 


This story of laxity on the part of advertisers when it comes to follow- 
ing up leads and closing sales is not a new one. It has simply been magnified 
many fold in this instance (or should I say these instances). It has been 
told one way or another many times in the past. This slighting of the 
prospective customers with cash and a yen to buy is all too common. And 
the moral is too obvious to warrant moralizing. 


Still and all, I can’t help wondering—why do they do it, why do they 
permit it to be done? Millions in advertising, sales promotion, sales expense 
going out the window because some one doesn’t follow through. Apparently 
what modern merchandising needs is a good whip cracker as a follow-up 
for the man with the grey matter. 


SEQUEL 


After buying my original air-conditioning unit I purchased a second 
one manufactured by a different and much smaller company. When I 
opened my own direct mail service I solicited this latter manufacturer for 
his advertising and was retained to prepare a series of letters for him. 


The first two letters were somewhat in the nature of a test, 500 of one 
letter going to apartment house dwellers and 500 to the heads of medium 
size well-rated business firms. From the 1,000 letters mailed 9 or 10 replies 
were received. The manufacturer complained that this proved the adver- 
tising was no good inasmuch as he should have gotten 2% returns. I pointed 
out that if he could sell air-conditioning units to only a couple of the 
inquirers, he would have more than paid for the advertising. This fact 
failed to impress him and further advertising was discontinued. 


The point of this story, however, is that to the best of my knowledge 
nothing was ever done with the inquiries he did receive. I kept after him 
on this point for two months in the hopes that a couple of sales would revive 
the advertising contract. But the last I heard the cards were still kicking 
around on his desk. As he explained it, he wanted to go out on the leads 
himself to see how good they were but “just couldn’t get the time.” 


So you see, Henry, that the idea that “Advertising always pays” is just 
an old-fashioned notion and there is really no truth in it. 
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IDEAS FOR UNIQUE FOLDERS 


(Number Two) 


Out-of-the-ordinary die-cut mailing pieces are increasing in use because 
of their effectiveness and moderate cost. Here are illustrations of a few 
typical folders that have done a good job. 





Number 1. A novel side-opening folder suggestive of neckties—and 
featuring neckties. 


Number 2. A high attention-value folder for a paper box manu- 
facturer. 


Number 3. Notice how the die-cut product stands out, extending 
above and below the short front fold. 

Number 4. This folder cleverly ties in with the title, “Steps to Self 
Help,” with die-cut steps. Used by a juvenile furniture manufacturer. 

Number 5. This is a feminine size four-page illustrated letter with 
a die-cut “pop-up” at the top of the center spread. Retail jeweler. 

Number 6. An effective small die-cut folder used by a printer. 


These are merely a few suggestions of the many ways die-cutting is 
stepping-up attention value of folders, booklets and broadsides. Handled 
properly it definitely increases inquiries and sales at very moderate cost. 


Second only in importance to the idea back of the piece is the paper 
selected for its development. The examples shown here and those contained 
in the free Idea Portfolio at the right, are produced on Dullchrome Coated 
Book. It is colored on one side and white on the other, giving it double 
effectiveness for all types of die-cut pieces. 


Dullchrome comes in seven attractive colors with white on the reverse 
side—colors to harmonize with every season and kind of product. 
Advertising men, planning more resultful direct mail for 1940, will find 


layout sheets of this paper helpful, as well as the actual mailing pieces and 
suggestions contained in the Dullchrome Idea Portfolio. | 











INTERESTING COLORS 


WHETHER YOU are planning mailing pieces 
to harmonize with a season—or machinery, 
clothing, insurance, jewelry (most any 
product)—there’s a Dullchrome color to 
meet your needs. It is available in 

Blue and White Tan and White 
Green and White Gray and White 
Orange and White Canary and White 

Orchid and White 


CLEVER FOLDS AND TRIMS 


NOT ONLY IS Dullchrome an ideal vehicle 
for die-cut mailings, but many interesting 
pieces have been developed entirely with 
unusual folds and diagonal trimming. Its 
contrasting color-and-white combination is 
the basis for many pleasantly surprising 
effects. Many samples are included in the 
Idea Portfolio. 

This sheet has several qualities which 
also make it popular for illustrated letters. 
Perfect opacity. Takes fine-screen half- 
tones. White side for letter, colored side 
for illustrations and printed copy. Surface 
takes multigraphing and pen-and-ink. 

Dullchrome prints equally well by any 
process—letterpress, offset, miultilith or 
multigraph. 

Because you start with color in the paper, 
Dullchrome gives you a two-color piece with 
one press run—three colors with two runs. 
Creative advertising men will find an al- 
most unlimited range of possibilities in this 
sheet—out-of-the-ordinary pieces at modest 
cost. 





FREE “IDEA PORTFOLIO” 


HERE IS AN idea kit which every advertising 
man and printer will find genuinely helpful. 
It contains actual samples of successful die- 
cut, clever-fold and diagonal trim pieces, 
easy to adapt to various types of product 
or service. A dozen dummy folders are in- 
cluded which demonstrate many unusual 
trims and folds. There are also plain 
sheets of Dullchrome in all its colors for 
your own layout purposes. This portfolio 
is furnished free as a service to advertisers 
and printers and as an opportunity to dem- 
onstrate this unusual paper. Please request 
a copy on your business letterhead. 





1239 WISCONSIN AVENUE ° 





THIS ENTIRE PAGE IS AN ADVERTISEMENT OF 
THE APPLETON COATED PAPER CO. 


APPLETON. WISCONSIN 


Don’t fail to send for the free “Idea” Portfolio offered. It will 
prove a big help to you in planning strong Direct Mail pieces. 
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MAKE 1940 A BETTER 





MAIL SALES YEAR 
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You'll get thousands of new per- 
manent Mail Customers—who will 
buy again and again from you— 
by concentrating on responsive 
Mail Buyers of other successful 
mail sellers 


through 
MAIL ORDER LIST 
HEADQUARTERS 


a profitable New Year's resolve: 
to put your whole list problem up 
to the alert MOSELY organization 
and let it help you solve it! 


Write TODAY in detail 
to Dept. R-12 


MOSELY SELECTIVE LIST SERVICE 


Nail Order f i BY Noadguarters 


230 CONGRESS STREET 
BOSTON 


“MOSELY has the LISTS” 








Where Else lan You Buy 
LETTERHEADS site this 
for $f 2a Thousand ! 


Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Litho & Stationery Co. 


Dept. 212 
4311 Diversey Ave. Chicago, Ill. 
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DO DEALERS WASTE 





ADVERTISING MATERIAL? 


By RICHARD MESSNER 


Reporter's Note: Excellent copy by one of the Instructors in the Direct 


Mail School. 


Dick is publishing the above in one of his Minute Books for 


E. E. Brogle & Co., New York. 


No manufacturer with extensive dealer distribution can expect 100% 
efficiency in the use of dealer helps and dealer-consumer advertising. 


To avoid waste, however, it is imperative that the manufacturer strive 
constantly for perfection through cooperation, education and periodical re- 
searches and reports on dealer attitude and methods of using (or not using) 
the manufacturer’s aids. Just like a doctor, the manufacturer prescribes what 
he thinks is good for the dealer. The dealer is his patient, and too often, 
because the advice and help is free, the patient treats it lightly. 


How should the use of dealer advertising material be controlled? Perhaps 
a diagnosis of the ailment will disclose some of the answers. Let’s look at 


the problem—and then discuss remedies. 


A check-up on dealer-consumer 


folders supplied by several manufacturers disclosed a few facts such as these: 


i. 


uw 


6. 


3. 


10. 
ll. 


12. 


13. 


14. 


15. 


Dealer didn't ask for the folders, but just received them — un- 
announced. 


Dealer received twice as many as he could use because he wasn’t 
asked—“How many?” 

The folders were seasonal and received so late by the dealer that 
only half of them could be used. 

Dealer wasn’t pre-sold on the value of these folders as an aid to his 
advertising and selling program. 

Dealer wasn’t told about the many ways he could distribute these 
folders—over the counter, with the merchandise, as an enclosure 
to those on his mailing list, by his personal representatives. 


Dealer didn’t like the looks of the folder—said “It’s cheap.” 


Dealer was never asked what kind of folders he would like to have, 
and have in them. 

Dealer could not find his name on the “damn things.” 

Dealer found they were just too big for his regular envelopes. 
Dealer liked the folders of a competitive product better. 

Dealer said, “Back up the wagon, I’ve got a pile of those in the 
basement to get ride of, because my customers didn’t find them 
interesting.” 

Dealer got the folders, but couldn't get delivery on the goods 
advertised. 

Dealer is in Canada, and never did get the folders—because they 
were stopped at the border for not having met simple customs 
regulations. 


Dealer had to pay part of the cost of his folders—and nothing 
happened in the form of tangible results. 


Dealer- 
consumer literature is just one phase of Dealer advertising material. 
Many of these same waste causes may be applied to other forms of 
Dealer helps. Too often, advertising material is produced for the 
Dealer merely to satisfy his demand for something. 


It was the dealer’s fault—for just some other reason. 


THE REPORTER 























we 


Vs 
















Speaking of Answering Inquiries: We be- 
lieve that The Reporter should be encour- 
aged in its campaign to have more attention 
paid to answering inquiries. Here is our 
contribution to “the cause.” An attractive 
9” x 12”, 2 color, four page portfolio with 
inside pocket holding specimens. Is 
mailed in Duplex Envelope with personal 
letter for every inquiry. Write for a copy. 


Do You Wnt fo _ 


~~ a ; = har Sun Money 


Sn 19407 


PAT 


for this Demonstra- 
tion portfolio which 
shows by actual ex- 
amples the six ways 
you can profit by us- 
ing Varityper j 
the Composing Type 
Writer with change- 
able faces and spaces. 


! = RIGHT NOW 











RALPH C. COXHEAD CORPORATION e¢ 17 Park Place ¢ New York, N. Y. 
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GET PAYMENT 
WITH ORDERS! 
USE ORDER - VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, money 
orders, currency and coins in perfect 


safety. 


av 
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INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 





BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 








ep grt: COMPLETELY 
FO READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices today! 
THE SAWDON COMPANY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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The problems of Manufacturer-Dealer advertising cooperation and ef- 
ficiency must be analyzed and planned as carefully as the Dealer-Consumer 
selling program. 


No set formula can be applied as a solution to the general existing 


condition involved in Dealer’s waste of advertising material. Therefore, the 


following is given as a checking guide of possible methods of Manufacturer- 


Dealer contact for cooperation and mutual understanding. 


is 


10. 


12. 


13. 


14. 


Pre-selling Dealer with a complete condensed presentation of 
your advertising program for an extended period of time, to 
show coordinated use of mediums, methods and forms. 
Individual letters, bulletins, broadsides, etc.—preceding, accom- 
panying or following individual advertising helps—explaining 
their importance and use. 

persuade and remind the 
Dealer—and to build good will and friendship. 

Personal contact of Dealer by field men, distributors, or men 


Dealer House Organ—to inform, 


from home office advertising and sales promotion departments. 
Periodical research or questionnaires to determine Dealer’s use 
of material, his desires, his complaints, his suggestions. 
Independent survey of Dealer’s use of advertising material by 
an organization other than the manufacturer or supplier of the 
Dealer aids. 

Tests in individual Dealer territories to prove effectiveness of 
Using results of these tests (authentic 
case history stories) to extend the use of successful ideas, 
thereby gaining dealer enthusiasm with proven ideas. 
Personal field surveys to give Dealer the feeling of participation 
in the make-up of his advertising—the dealer’s slant on rela- 
tive importance of selling points, resistances he must overcome, 
suggestions as to mediums, strategy and technique to employ. 
(Dealers don’t like 
motion managers. ) 


advertising material. 


“swivel-chair” advertising and sales pro- 
Catering to individual Dealer requirements, where specific cases 
are not covered by general mass Dealer material. Servicing 
special Dealer requests—doing things that he wants and can be 
done; explaining why other things he asks cannot be done. 
Careful planning of Dealer participation in cost of advertising 
material. Reasonable FREE list. Fair and 
participation list. 


inviting cost- 


Dealer incentives—Contests and contest material, premiums, 
prizes—for Dealer salesmen as well as consumer contests tied 
in with Dealer’s store. 

Thorough follow-up of Coupon or Request Form advertising— 
diverting leads to Dealer, complete satisfaction of inquirer, 
coupon redemption plans, Dealer material to satisfy inquiries 
and sell prospects. 

Organizing Dealer for proper consumer promotion—his mail- 
ing lists of Past, Present and Prospective Customers classified: 
Point-of-Sale promotion; Tie-in with dealer’s salesmen and 
personal representatives. 

Conventions and meetings—local, special territories and na- 
tional . to build understanding, good will, enthusiasm. 


Any one, or all of these methods may be essential to your program. 
Don’t expect 100% cooperation—but don’t stop striving to attain that 100% 


to stay on top of your competitor’s activities. 


Win the DEALER and you Win CoNnsuMER BuyiNnG and PREFERENCE. 
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MORE ABOUT ANSWERING 
INQUIRIES 


The magazine “Paper Progress” in its 
December issue made comment about The 
Reporter's plea for more attention to the 
answering of inquiries from national ad- 
vertising. 


George B. Matthews, advertising manager 
of The Shelton Looms, 1 Park Avenue. New 
York City wrote this letter to “Paper 
Progress”! 


With reference to the comments of Henry 
Hoke in ‘‘Deckle Edges’ of the December 
1939 issue, I think that Henry is quite right in 
his criticism of the handling of inquiries. 

I saw a startling example last week in the 
case of a well-known national advertiser of a 
hcusehold product, who offered a premium re- 
quiring an expenditure on the part of the 
sender. Not only was a different item substi- 
tuted in the place of the original one, but no 
explanation was given as to why. Further in- 
quiry brought a cheap, multigraphed, one- 
quarter sheet of paper explaining that the origi- 
nal stock had been exhausted. Certainly, a 
national advertiser can afford to respond to an 
inquiry on something a little better than a quar- 
ter size sheet of plain paper, run off on the 
multigraph. 


I realize that there are probably thousands 
of inquiries received, but, evidently, the adver- 
tiser does not have the foresight to see that it 
is really the individual contact between the 
advertiser and the purchaser which counts. 
From my own experience, I rarely expect to 
receive an inquiry in less than two weeks time 
and very often I have bought a competitive 


product rather than wait. 
_I hope that this letter is accepted as construc- 
tive criticism, as most times there is too much 
destructive criticism, 

Reporter’s Note: In sending this carbon 
copy to us, George Matthews adds: Henry: 
I’m not a purist, but you should be inter- 
ested in the huge electric sign facing the 
Parkway in White Plains. This sign was 
erected by the Borden Company and the 
last line says, “IT’S GOT TO BE GOOD.” 


MORE ABOUT REPORTS 


YOUR REPORTER has commented from time 
to time on the growing trend toward more 
elaborate and humanized annual reports 
Many large companies are now taking ad- 
vantage of “report time” to produce at- 
tractive booklets for their stockholders. 


These booklets contain not only the finan- 
cial statement, but a humanized descrip- 
tion of the activities of the company. Some 
companies make a deliberate bid for the 
selling support of their stockholders. It is 
a good idea. 


Capitalizing on this trend, the Marketing 
Research Division of The Mead Corpora- 
tion, 230 Park Avenue, New York City, has 
issued an attractive 32 page and cover 
booklet, plastic bound, measuring 814” x 
11”, entitled “The Annual Report.” 


Get a copy if you possibly can. It gives 
you a condensed summary of what is being 
done and how it is being done. 
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Dont work 
so hard s¢ 








lL. wasn't how hard you 
worked, but how much you got done 
that made you successful. Then why 
not cut down your work now? Waste 
motion. The 8 minutes it takes you 
to get rid of a routine matter that 
requires only 3 seconds of your 
thinking. 

The secret is to let the Ediphone 
knock that 8 minute “doing time” 
down to a fraction. Things won't 
jam up in your mind. Memoranda, 
dates, new ideas, personal notes, 
letters, instructions—the Ediphone 
takes them off your mind as quickly 


as they're born. 


Ediphone Voice Writing is not just 





a new way to write letters. It’s a new 
short-cut between you and the whole 
world. Always at your elbow—easy 
to use as the telephone! It brings 
your secretary s ear into your office 
—yet lets her do her job without 
interruption, instead of running 


around like a bell-hop. 


There’s a lot to this idea of work- 
ing less and getting more done. It’s 
worth asking for the booklet “Don’t 
Work So Hard”. Telephone the Edi- 
phone (your city) or write to Dept. 
B9, Thomas A. Edison, Inc., West 
Orange, N. J. In Canada, Thomas A. 
Edison of Canada, Ltd., 610 Bay St., 


Toronto. 


SAY IT TO THE 


p 
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EDISON 





hone 


OICEWRITER 











MORE GADGETS 


SAM ROBINSON in announcing his new con- 
nection with Behel and Waldie, Advertising. 
Daily News Plaza, Chicago, Illinois, sent an 
attractive french fold individualized letter 
to his list. To impress upon them that he 
had a new telephone number, Sam attached 
a miniature French telephone to the letter. 
with a red sticker holding down the cord. 


HOW MUCH SHOULD YOU 
SPEND FOR ADVERTISING? 


CONGRATULATIONS to E. E. Brogle & Com- 
pany, Inc., 52 East 19th Street, New York 
City, for the series of educational booklets 
now being issued and mailed to their cus- 
tomer and prospect list. These miniature 
booklets are 44%” x 536”, 8 pages and 
cover. Called Brogle Minute Books. First 
issue shows how much is being spent for 
Direct Advertising in the United States, and 
gives a summary of the case histories which 
were first released in The Reporter in April 
1938. Other books discuss answering in- 
quiries, dealer help programs, etc. 


It looks to us like good advertising. 








A DIRECT MAILER’S LIBRARY 


The following books were mentioned in the various sections of the Direct 
Mail Course, and are hereby recommended for the Library of every User of 
Direct Mail Advertising: 











Advertising for Immediate Sales John Caples. $3.00. Harper’s 
Advertising Ideas John Caples. $3.50. McGraw-Hill 
Advertising Laycut Eugene deLopatecki. $3.00. Ronald Press 
Advertising Procedure Otto Kleppner. $5.00. Prentice-Hall 
The Bible 

Careers in Advertising Alden James. $5.00. MacMillan Company 
The Robert Collier Letter Book Robert Collier. $4.00. Business Book House, Charlottesville, Va. 
Effective Marketing Rohe IWalter. $3.00. McGraw-Hill 
Handbook of Advertising Edited by Weiss, Kendall and Larrabee. $5.00. McGraw-Hill 
How to Make a Sales Point Hit Richard Borden. $1.25. (Paper edition, 70c) Prentice-Hall 
How to Make Sales Letters Make Money Frank Egner. $2.50. Harper’s 
How to Sell Borden and Bussey. 25c. Harper's 
How to Sell by Mail Earle A. Buckley. $2.00. McGraw-Hill 
How to Turn People Into Gold Kenneth M. Goode. $3.50. Harper's 
How to Win a Sales Argument Borden and Bussey. $1.00. Harper's 
How to Write Better Business Letters Earle A. Buckley. $2.00. McGraw-Hill 
Layout in Advertising W. A. Dwiggins. $4.00. Harper's 
Layouts and Letterheads Paul Carlyle and Guy Oring. $5.00. McGraw-Hill 
The Paper Salesmen’s Study Course Walden Sons & Mett, Inc., 41 Park Row, N. Y. C. $1.00 
The Pocket Pal International Paper Company, 220 East 42nd St., N. Y. C. Free 
Postal Guide United States Government Printing Office, Washington, D. C. $1.50 
The Production Yearbook Colton Press, Inc., 114 East 32nd St., N. Y. C. $5.00 
Profitable Showmanship Goode and Kaufman. $2.75. Prentice-Hall 
Roget’s Thesaurus Thomas T. Crowell Company, N. Y. C. $3.00 
Selling Men’s Apparel Through Advertising M. M. Lebensburger. $3.00. McGraw-Hill 
Showmanship in Business Kenneth M. Goode ard M. Zenn Kaufman. $2.75. Harper’s 
Smooth Sailing Letters L. E. Frailey. $2.00. Prentice-Hall 
Tested Sentences That Sell Elmer Wheeler. $3.75. Tested Selling Institute, N. Y. C. 
What Makes People Buy Donald Laird. $2.50. McGraw-Hill 
The Yearling Mayjyorie Kennan Rawlings. $2.50. Scribner's 
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SHOULD YOUR ENVELOPE ATTRACT ATTENTION To ITSELF? 


BETTER INVESTIGATE POSTAGE REDUCER ENVELOPES 
No loose end flap— concealed patented opening permits 
postal inspection .... . . . seal flap seals all the way 


across ... looks like FIRST CLASS MAIL... gets RESULTS. 


2 6 R : S 1 O O O N @ 342 Capito! Ave }Q0OQ University Ave 1814 — 4Q0th St 
. HARTFORD ST PAUL CLEVELAND 


Advertisers agree the answer is "YES" if the 
question refers to attractive and colorful printing 
on face of envelope. But what about the back? 
The loose end flap on ordinary postage saver styles 
clearly indicates “third-class mail” and frequently 
causes such matter to be thrown into the waste 
basket unopened. Sounds trivial, but little things 


cause elaborate mailings to fail—sometimes. 
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PHOTO ENGRAVERS since 1872 


; E HAVE been making 
Woe plates for more 
than half a century...We 
offer you the facilities of a 
modern well equipped plant, 
where skilled and competent 


craftsmen give equal care to 


the simple line engraving or 


the most complicated process 


color work. 
° 


DAY AND NIGHT SERVICE 





BOWKER -MON ncwontea 










460 WEST 34TH STREET-NEW YORK CITY Phone a 
for a se 
Representative 





MEdallion 3-0440 
























NEW YEAR’S RESOLUTIONS 


ORVILLE (BUSS) REED, Detroit, Michigan, 
sends your reporter a “Resolution Sheet” 
printed very nicely on parchment paper. 


The Resolutions are interesting and 
should be repeated, even though in so 
doing we have to give Orville a little 
publicity. 


TO INCREASE SALES AND 
SUBSEQUENTLY MY INCOME 
DURING 1940, I RESOLVE ... 


] 


To make at least one sales contact with each 
one of my customers each month throughout 
1940. . . . Because I realize that my best 
customers are MY COMPETITORS’ BEST 
PROSPECTS. 

2 


To precede my salesmen’s calls with introduc- 
tory material, thus assuring both to him and 
the firm, the best results from the time he 
spends at a BUYER’S desk. 


3 


To follow up each salesman’s personal contacts 
with human, friendly, concise selling material. 


4 


To avoid any customer slipping away to a 
competitor due to my failure to serve him prop- 
erly or because of inattention on my part or 
for my failure to show appreciation for his 


business. 
o- 


od 


To keep all of my logical prospects as well as 
my customers fully advised of any new product 
or service I may develop during the coming 


year. 
6 


To treat each customer and prospect as I 
would like to be treated; give him full value 
for his money and friendly, cooperative service. 


é 
To investigate how all or any one of these 
things can be accomplished by a simple, easy- 


to-operate plan of sales promotion by direct 


mail. 
8 


To telephone Orville E. Reed at CHerry 2127 
and arrange to spend fifteen minutes some day 
soon to go over the brief details of such a plan. 


e 
A GOOD OPENER 


HERES A NEW TWIST for an opener that 
should attract favorable attention. It comes 
to us on the colorful letterhead of Crystal 
Springs Orchards, Medford, Oregon. It is 
a letter promoting the sale of the famous 
Golden Giant Pears. Here is the copy: 


“Although you don’t know a great deal 
about us, we do know quite a bit about you. 


For example: We know that you are re- 
spected in your community. That you have 
an excellent credit rating and that you en- 
joy the rarer and more unusual foods that 
the world affords. 


That’s why we’re making this offer: 


Enclosed is a catalog which tells a com- 
plete story about the entire line of our 
Crystal Springs ‘good things to eat.’ ” 


Etc., ete. 
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TO DIRECT MAIL RESULTS 


| mailing list, comprising live names, 
correct addresses and good prospects can double your 
direct mail returns. A stale, poorly compiled list sounds 
the death knell of the finest campaign. 


Building up-to-date mailing lists of live prospects for your 
product is our business. Our lists have to be good, because 
they’re specially compiled TO YOUR ORDER, from the 
latest sources, by intelligent, responsible and experienced 
individuals. 


Send today for your free copy of “Mailing List Statistics”’ 
itemizing thousands of mailing list classifications. 


And don’t forget that we're also equipped to handle all 
the other phases of your mailing work with equal skill 
and efficiency. 


ADVERTISERS MAILING SERVICE, inc. 


Kane-Kiernan Organization 


915 BROADWAY -: AlLgonquin 4-6666 - 







NEW YORK, N. Y. 





UNDERSTATEMENT 


On page 9 of the November issue of The Reporter there appears a masterpiece of under-state- 
ment. ‘“‘As Bill Longyear advised the direct mail school, ‘it costs just as much to print a 
poor design as it does to print a good one’.”” Words of wisdom such as these in eight point! 
What a pity they couldn’t be emblazoned in 30 point bold across the front cover. 


The statement referred to letterheads but obviously applies to all printed matter. If every 
creator of advertising read that phrase every morning and planned his work accordingly. 
Well, anyway, I am having it set and the proof framed. I am going to read it every morning. 


N. S. Horton, Advertising Manager, Ayerst, McKenna & Harrison (United States) Limited, 
Rouses Point, New York 


Reporter's Note: We agree that it should be printed in larger type, so here it is: 


“It costs just as much to print a poor design as it 
does to print a good one.” 
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A *“*SCREWBALL” LETTER 


We call it a “screwball” letter solely because that is the definition given 
to it by its creator—Rosamond Lee, promotion and advertising manageress 
of Progressive Education Association, 310 West 90th Street, New York City. 
Pulled a 12% response so. . 


ISN’T THAT JUST LIKE A MAN! 


Here we'd been solidly entrenched in our old-fashioned brownstone on 90th Street 
near Riverside Drive, all comfortable and everything. Of course we kicked in the winter 
when the wind wooshed up the street and nearly bent us double. And Gloria—she’s the 
circulation department—screamed like the dickens the time the caterpillar oozed in 
from the backyard and crawled up her stockings. But all in all—we have an affection 
for our present headquarters—even liked the description of it in Time Magazine. 

Now our executive secretary, Mr. Redefer, says we move to 221 West 57th Street, 
N. Y. C. On the first of July, no less. “Nothing to it”—says he airily. (He’s going to 
be away at a workshop all summer.) “The movers just pick up the things and put them 
down in 221.” Isn’t that just like a man! 

Gloria’s hovering over her files as though she expects them to hatch incubators. 
Helen—she’s our head bookkeeper—-has tentatively moved everything but the safe. 


I choose to ignore the whole thing until the zero hour when I shall descend in one 
fell swoop on the promotions and advertising department and by some miracle—some- 
thing tells me I shall get moved. 


Mr. Redefer’s secretary is the only one who’s chortling. It’s all right for her— 
she’s getting married before we move. It’s almost enough to make any girl get married. 


On top of that, the editorial department is having pups. It’s this way. So many 
new people keep joining the Association and they ask for practical helps in the elemen- 
tary and secondary school level, and want information about experiments and innova- 
tions in progressive schools all over the country—and news about the Association and 
books recommended for teachers and classes—and so many old members are more con- 
cerned with the social implications of education, its influence on democracy and _ its 
active pattern—that we feel like Stephen Leacock’s hero who “mounted his horse and 
rode off in all directions.” 


But Eureka! We have solved all our problems. We'll do more work—we’ll publish 
two magazines. PROGRESSIVE EDUCATION—beautiful as ever—continuing with its 
articles on progressive education experiments—more practical articles and aids for ele- 
mentary and secondary teaching levels—<Association news continued—more book reviews— 
radio articles and visual education news (subscription to PROGRESSIVE EDUCATION 
is still $3.00 and still enrolls you as an Association member. Publication date will be 
the first of each month from October through May). What is most important, here is 
our first official announcement of our new editor—Dr. W. Carson Ryan! 


And our new journal—edited by WILLIAM HEARD KILPATRICK! We at head- 
quarters are thrilled to welcome Dr. Kilpatrick to our staff. His new magazine will 
explore frontiers in all phases of living, with particular emphasis on research, school 
practices, philosophic ideals, and the scientific discoveries that seem to hold the most 
promise for the democratic way of life. Under Dr. Kilpatrick’s distinguished leadership 
we confidently expect this magazine to contain the most significant reading matter for 
the alert, American educator. Subscription to the new magazine is $2.50 per year. This 
does not include membership in the Progressive Education Association. 


A four dollar fee entitles you to both magazines (and we want you to be the owner 
of a first edition of the new publication). It also brings you full membership privileges 
in the Association. Isn’t that a swell offer! 

Well, there it is—a new magazine—moving-——a new executive secretary's secretary 
to learn the ropes—and more than 5,000 membership renewals to take care of—all 
at once! 

Help us—please! Send in your membership renewal today—to be billed October Ist 
if you wish. We want to keep your subscription intact. We don’t want some astonished 
gentleman in the Congo to get your copies of PROGRESSIVE EDUCATION and the 
new journal—but what with moving and everything—won’t you help us by renewing now. 

Reporter's Note: We do not believe that the letter should be labeled a 
é 99 . » . . . 
“screwball” letter. It is human, and it has that intangible something that 


Bob Collier claims should be in every letter. It has—believability. 
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demands. 
THIN PAPERS 


to reduce Typing, Mail- 
ing and Filing ex- 
penses. They should be 
used for Letterheads, 
Copies, Records, Forms 
Ebate -Vohia-saat-pbate, 


Literature. 


Specify one of 
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Fidelity Onion Skin 
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Clearcopy Onion Skin 
Superior Manifold 
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Office and Foreign 
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Turners Falls, Mass. 








Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adijust- 
ments. 


Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way, 
double wrap the short way. cross- 
ing twine underneath package. 


Write 
. For Our 
nN Free Trial 


Offer 











, 
7 et 
ee! 
; 


B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 











McGRAW -HILI 


DIRECT MAIL 


TO INCREASE 


YOUR 1940 MAIL RESULTS 

— USE LIVE LISTS WITH 

KNOWN BUYING POWER 
* 


For the industrial and trade advertiser, 





selections can be made by functions, in- 
dustries, size, location, etc. Hundreds of the 
leading industrial marketers use these lists 
exclusively for their direct mail promotion. 


* 


Many of the outstanding mail selling or- 
ganizations have for years successfully used 
these lists which include only men with 
known responsible positions in business. 


* 


TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


phone or write 
DIRECT MAIL DIVISION 


McGraw-Hill Publishing Go., Inc. 


342 West 42nd St., New York, N. Y. 
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HURRAH FOR 


Jimmy James, majordomo of the Sales Promotion Department of the 
National Broadcasting Company, recently spoke to a printers’ meeting at 
the Graphic Arts Exhibit, New York ... and he handed the printers a 


mouthful. Here are some of the statements, which win the 100% endorse- 


JIMMY! 


ment of this reporter. 


Although I am a radio man myself, I can enthuse about direct advertising without 
disloyalty to our own medium, because we ourselves use a considerable amount of direct 
advertising where it is better suited to our particular needs, than our own medium. 
However, the very fact that widely acceptable figures on the total dollar volume of direct 
mail and direct non-mail advertising have only recently become available and even now 
involve considerable difficulty in compilation, gives a clue to the utterly decentralized— 
I might even say the granulated—nature of direct advertising. 


There are only a couple of thousand daily newspapers—and magazines and radio 
stations can be counted in the hundreds—but every piece of direct advertising is in itself 
a publication, an advertising medium, and the number of such publications handled in a 
single year must be as hard to estimate as the number of grains of sand on the shore. 


That’s the nature of the medium, and I haven’t any ideas for changing it. Indeed, 
there’s no doubt that it is in many ways a great asset. But what I am wondering is 
whether we shouldn’t consider the advisability of more concerted effort to develop a 
basic understanding of the medium, as a primary form of advertising, among all the 
people engaged in the production and use of printing. [’m thinking not only of the 
younger people who are constantly coming in to the business. I’m thinking too of the 
old hands who become a little less alert to the opportunities for creative thinking than 
they used to be. 


There are already several very important and influential industry associations con- 
cerned with the development of direct advertising in one form or another. The machinery 
is there. But are all the people concerned,—producers and users alike, doing all they 
should do to support these associations? 


Are they being given sufficient drive and sufficient wherewithal to do the real con- 
structive job which lies ahead of them? Is this great 500 million dollar advertising 
medium aiming at certain well defined objectives—objectives which will increase its 
efficiency and usefulness to all advertisers, large and small, or is it like the man who, 
as Stephen Leacock put it, jumped on his horse and galloped off in all directions? 


To forget the broad, theoretical point of view, and to put the question in more 
simple personal terms, are the producers and users of direct advertising fully aware 
of the nature and the capabilities of this wonderful advertising medium, as they apply 
it to their own use? Or are they unable to see the woods for the trees? In their 
preoccupation with mechanical details or estimate sheets, for instance, don’t producers 
frequently overlook opportunities to fit a piece of printing more perfectly to the needs 
of the customer? In their anxiety to produce a fine piece of printed promotion, don’t 
users too often ignore serious weaknesses in their mailing lists? 


We've all seen fine and well-thought-out direct advertising campaigns and _ plans, 
but isn’t it a little disturbing to realize that they are still cause for admiring comment 
rather than accepted as the regular thing? 


I wonder, when we contemplate the thought and the inventive genius which is con- 
stantly being applied to the technological improvements of the printing industry, whether 
we can truthfully maintain that the planning and creation of direct advertising, as such, 
has kept up with the procession. 


To all of us here, whether producers or users, I believe the question is one well 
worth considering. It is only if we, as individuals, endeavor to profit by such self-analysis, 
that we can hope to see direct advertising, as a whole, go forward—increase its usefulness 
to business, achieve greater successes and continue to live up to its present position as a 
great advertising medium. 
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HAT the alert business executive welcomes expert assistance in the rapid 
production of his lithography and printing requirements is attested by 
the steady growth of the Burland Printing Company. From a modest begin- 
ning twenty years ago, Burland has become New York’s largest and most 
complete lithographic and printing organization. 
And in entering our new building we make a move to further increase 
the convenience and help afforded our many clients in the prompt produc- 
tion of their every need. Burland’s new and modern home is at 


AZ2i HUDSON STREET 


...a large up-to-date building of 190,000 square feet, specially constructed 
for the graphic arts. Here Burland has invested hundreds of thousands of 
dollars to install the latest lithographic and printing equipment. 


BURLAND SERVICES COMPRISE 
Lithography - Letter Press + Composition + Art Service 
Engraving ° Camera Work ° Complete Bindery 


Every phase of the Graphic Arts 











Our New Telephone Number is—CAnal 6-7000 
BURLAND PRINTING CO., Ine. 


LITHOGRAPHERS AND PRINTERS 
421 HUDSON STREET NEW YORK, N. Y. 
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Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 
@ 100% Accuracy Guarantee 
@ Prompt Service 
@ Dependability 

—ADDRESS— 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 











EYE CATCHERS 


NEW all photo advertising serv- 
ice for all lines of business. For 
trade publications, house organs, 
newspaper ads, _ sales _ letters, 
broadsides or booklets. 

100 high class photo- 

graphic subjects 

monthly in ready-to- 

use mats for only $5. 

~ Glossy Prints too. All 

sizes and _ subjects. 

New York’s top mod- 

els. Write for FREE 


proofs—no obligations. 


EYE CATCHERS, Inc. 
10-12 East 38th St. N.Y. C. 





CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 





ADVERTISING AGENCY 





Sell your product through agents, mail or- 
der. We show how. Martin Advertising 
Agency, 171P Madison Avenue, New York. 





EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of other 
bargains. Pruitt 69 Pruitt Bldg., Chicago. 





FOR SALE 





Addressograph Equipment for Sale: One 
133 Drawer Steel, one 60 Drawer Steel and 
one 30 Drawer Steel Cabinet. Trays for all 
three. Also 30M 6-line tin addressograph 
frames, clean and in good condition. Porter 
Paint Co., Louisville, Ky. 
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FREE LANCERS OF DIRECT MAIL 





If you reside in Boston, Philadelphia, New 
York City, Pittsburgh, Cleveland, Cincin- 
nati, St. Louis and can qualify to service 
our regular direct mail accounts, take care 
of our inquiries and leads in the city you 
reside, we invite you to write in. This is 
not a selling or a canvassing proposition. 
Box 121, The Reporter, 17 E. 42d St., 
4 ee 





HOUSE MAGAZINES 


500 TWO COLOR House Organs $10.00; 
1M, $15.00. Brings new customers, devel- 
ops present accounts. Free cut and copy 
service. Your ad on front cover. Proven 
results. Get samples. CRIER PUBL., 
1840 E. 87th St., Cleveland, Ohio. 








LETTERHEADS 


MY ANALYSIS puts individuality in your 





"letterhead. Mail yours with two dollars to 


Fred Scheff, Author “Letterhead esign and 
Manufacture,” 68 Nassau Street, New York. 





MAIL ORDER MAGAZINES 


SELL BY MAIL! “MONEY-by-MAIL 
MAGAZINE” is chuckful of TESTED, 
WORKABLE, MONEYMAKING 
SCHEMES and IDEAS to help YOU in- 
crease your income operating a business of 
your own entirely BY MAIL. Special 
Year’s Subscription 50c. Sample Copy 10c. 
NONE FREE. L. H. FROMME, Publisher, 
147 Islington St., Toledo, Ohio. 





MAILING LISTS 





Ask for our Catalog of Mailing Lists, 6,270 
different Classifications listed: Number in 
each and price shown. TRADE CIRCULAR 
ADDRESSING CO., 219 W. Madison St., 
Chicago, Illinois. Tel. Fra. 1182. 





SPECIAL 





If you have a service or product of interest 
to mail users, tell them about it through 
the pages of The Reporter. We reach ad- 
vertising and sales managers interested in 
using direct mail advertising to increase 
their business. Let us send you a rate card. 
The Reporter of Direct Mail Advertising, 
17 East 42nd St., N. Y. C. 





SPECIAL SERVICES 


SAVE ON SALES LETTERS—by using 
Laurel Process! No type! No cuts! 
Perfect for reproducing Illustrated Book- 
lets, Bulletins, House Organs, Testimoni- 
als, etc. Any size. 500 Copies (8% x11”) 
$2.63; additional copies 22c per 100. Send 
for free Instructive Manual. LAUREL 
PROCESS, 480 Canal St., N. Y. C. 








WORK WANTED 





TYPIST: Legal work, specifications, manu- 
scripts, copying, dictation. Accurate, de- 
pendable stenographer. M. Lawrence, 5 


Maiden Lane, N. Y. C. RE. 2-0248. 








IS THIS A GOOD START? 


BOOKBINDER’S SEA FOOD HOUSE in Phila- 
delphia sent out a form letier on a four 
page folder, and the letter started as 
follows: 
Are You PLANNING ... 

A testimonial banquet? 

A business or anniversary dinner? 

A club get-together ? 

Sorority Supper? 

Committee Meeting? 


If you are, chart your course to Bookbinder’s 
Sea Food House ... the Snug Harbor for an 
enjoyable evening. 

The question is—is this a good start? 
It seems to violate two very sound formu- 
las which have been advanced by the 
testing experts. (1) Never ask questions 
in your heading which can be answered 
yes or no... and all of the questions in 
the Bookbinder’s heading can be answered 
yes or no. (2) Don’t ask “if” —ask 
“which”. 


After ‘the dangerous yes or no heading, 
the prospects are given the “if” approach. 


TEN PERCENT REFUND 


CONGRATULATIONS to Fred Hoch who man- 
aged the spectacular National Graphic Arts 
Exhibition in the Grand Central Palace 
during the early weeks of last October. 
Fred Hoch not only put on a wonderful 
printing show, which was inspected by 
116,884 visitors, but he managed to startle 
the exhibitors in an unheard-of manner on 
December 5, 1939, when he mailed to each 
exhibitor a 10% refund on the amount that 
had been spent for space. 


Fred explained that the Board of Direc- 
tors wanted to make this refund “because 
of the economies of management which re- 
sulted in reducing the operating expenses 
lower than the budgeted allowances.” 


Fred Hoch will not have much trouble 
staging another printing exhibition. 


LOOK INTO DIE CUTS 


IF YOU WANT TO READ a good article on the 
possibilities and advantages of die cut di- 
rect mail pieces, try to get hold of the first 
anniversary issue of Linde Lines, the super- 
excellent house magazine of the J. E. Linde 
Paper Company, 111 Eighth Avenue, New 
York City. 


It is one of the very best paper-merchan- 
dising-promotions in the country. We like 
this particular issue because we have been 
preaching the advantages of die cutting for 
a number of years and we wonder why 
more people do not use die cut pieces. 


THE REPORTER 
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